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VOICE orf THE TRADE 


CAPITAL and labor are one in 
sympathetic cooperation towards 
national recovery. If more con- 
cerns were patterned after the Nunn, 
Bush & Weldon Company of Mil- 
waukee, this would, indeed, be a 
better work world. 


gh’ Par 


fe 


Yearly salary of shoe workers is 
now announced by this famous firm 
of men’s fine shoes, which puts 
wage employees in its Milwaukee 
plant on a yearly salary basis.with 
fifty-two pay checks each year. 

The company, up to the present 
time, has favored a daily wage 
rather than piecework methods of 
compensation. Details of the new 
plan have been worked out by the 
employees’ organization in cooper- 
ation with the company. The plan 
bases the group salary on a fixed 
percentage of the business. It is 
designed to give the employee an 
uninterrupted income, even during 
his vacation period, and it assures 
his automatic share of the pros- 
perity of the corporation. The 
arrangement raises the total of em- 
ployees now on a yearly salary 
basis from about three hundred to 
approximately one thousand. 

This revolutionary innovation 
has grown out of a belief, shared by 
the employees and the management 


of the company, that the great need 
of labor is an adequate yearly in- 
come rather than a high piece or 
hourly rate subject to seasonal 
hazards. Satisfactory relations be- 
tween capital and labor, they be- 
lieve, depend upon labor being 
considered as part of the manage- 
ment rather than as a commodity 
to be bought as the business would 
purchase its supplies. 

The history of the Nunn-Bush 
company is one of unusually satis- 
factory relationships with its em- 
ployees. The company long ago 
gave up all right to hire and fire, 
responsibility of self-management 
being assumed by the employees— 
an arrangement that has stood the 
test of twenty years’ time. 

“To each man,” the company’s 
policy, “the satisfaction of owning 
his own job and of being rewarded 
directly in the fruits of his labor.” 








GEORGE KING of King-Arbuckle 
Shoe Co., Salem, Oregon, who has 
five retail shoe stores in that sec- 
tion, says: 

“We are looking forward to a 
real Fall season. Here the retail 
shoe trade banks heavily on Fall 
buying, because we always have 
plenty of moisture from September 
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on. This means the public must 
buy good, substantial shoes of real 
merit for the cheap ones will not 
stand the test of wear. The heavy 
snow fall in the Siskiyou Moun- 
tains last season means plenty of 
water for irrigation purposes all 
Summer. It was only the first of 
June that the roads were broken 
over the passes, which is about a 
month later than usual. We, in the 
Northwest, are well satisfied we are 
in the retail shoe business. -Dur- 
ing our sixteen years of being in 
business we have made money every 
year except 1932. The immediate 
prospects are excellent.” 


COMMERCIAL candor is playing 
a part in the explanation of the 
economics of production and we 
want to compliment the Green Shoe 
Company of Boston, Mass., for com- 
ing right out with the statement: 

“We will not desert our quality 
position. As for the reduction‘ of 
wages—-lower pay would have un- 
pleasant effects on our business— 
and your business, too. Dissatis- 
fied shoemakers do not make good 
shoes. They retard deliveries, re- 
duce turnover and increase costs. 
Lower wages mean lower spending 
capacity—a condition which direct- 





lv or indirectly will lower your 
sales volume and potential profit. 
“We see nothing in present con- 
ditions to warrant buying hesitancy 
based on the hope of a downward 
revision in prices. For standard- 
ized quality shoes any discernible 
trend is in the contrary direction.” 


* * * 


Our of every dollar spent for the 
purchase of commodities in retail 
stores in 1933, a year selected by 
the Department of Commerce for a 
typical survey, 1.27 cents went for 
the purchase of shocs. 

The 18,836 stores known to the 
department had total receipts of 
$424,592,000 this amount being 
distributed among 14,406 propri- 
etors. The shoe store workers re- 
ceived total wages of $41,208,000, 
an average of $1,188 per year for 
full time employees. The average 
wage for retail store clerks in the 
entire merchandising field was only 
$986. 


HENRY W. COOK, president of 
A. E. Nettleton Co., Syracuse, says: 





“Business and industry has been 
through a nightmare all will agree. 
What matter now who was respon- 
sible and why? Possibly the ex- 
periments were all prompted by the 
best of intentions; time will tell. 

“In the meantime and now we of 
business and industry have a job 
to do and a real one. The shackles 
are removed; so long as we have 
the Supreme Court to keep us 
straight in crises like that of the 
past two years we should have no 
fear. 

“Let’s undertake the job quickly, 
fearlessly, determinedly, with mal- 
ice toward none, with the one desire 
to do our part in the reconstruction 
period just ahead. 

“This wonderful country of ours 
made real progress during the past 
150 years; it can do better in the 
years ahead. All we have to do is 
think straight, keep in mind the 
fundamentals that have made for 





MASS PROSPERITY 


g 





&\S 





—Who is the poorest man in 
America today? 

—The millionaire who fears that 
his fortune is to be taxed in 
half. 

—Who is the richest man in 
America today? 

—The worker whose daily wage 
is raised from $3.00 to $3.50. 

—The former is developing the 
fear complex of poverty. He is 
not in a buying mood. 

—The latter is developing the com- 
plex of prosperity. He is buying 
more. 

—Only 2% of our population can 
be classed as rich or well-to-do. 

—So it's perfectly obvious that our 
national prosperity depends more 
on mass wages than on a few 
great fortunes. 

—I hold no brief for radical share- 
the-wealth philosophies. 

—We've always had rich men with 
us—we always will have them; 
and no doubt most of them are 
pretty decent and helpful citizens. 

—But this mass production civiliza- 
tion of ours requires healthy 
mass wages to function properly. 

—There's no other way to figure it 
out that | know of. 


S nnit OT ta —_ 


President 








success in the past, keep our feet 
on the ground, our heads out of the 
clouds and work—work till it 
hurts.” 
* * * 

THE General Shoe Corporation 
announced a wage increase of 5 per 
cent to apply to all employees mak- 
ing under $1,800 a year. This 
wage increase will amount to 
$65,000 annually, and will affect 
1500 people. It applies to all three 
plants — Nashville, Gallatin and 
Tullahoma—but two-thirds of the 
increase will go to the 1000 em- 
ployees at the Nashville plant. 

W. M. Jarman, president, made 
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the fellowing statement. “We are 
making this increase in wages be- 


cause of prospects for good busi- * 


ness this Fall. Unless Congress, by 
radical legislation, should destroy 
business confidence, we believe that 
the coming Fall season will show a 
splendid increase over the Fall 
period of last year. Our efficient 
organization has worked together 
in a splendid way to make possible 
this advance in wage rates.” 

The General Shoe Corporation is 
composed of the Jarman Shoe Com- 
pany, the Richland Shoe Company, 
the Davidson Shoe Company, the 
Belle Meade Shoe Company, and 
the Imperial Shoe Company. 

No changes have been made in 
any working schedules by the 
General Shoe Corporation since the 
Supreme Court decision on the un- 
constitutionality of the NRA with 
the exception of this 5 per cent in- 
crease in wages announced today. 


* * * 


You'RE RESPONSIGLE 











Joun C. WATSON, president of 
John G. Myers Company, Albany, 
New York, says: 

“The buyer, more than anyone 
else in the organization, knows the 
story that can be built around each 
article of merchandise in his depart- 
ment. It is, therefore, of vital im- 
portance to the welfare of the store 
as a whole that buyers be given re- 
sponsibility in connection with the 
selling of merchandise. 

“When they find that they are 
held to a strict accountability for 
markdowns, slow-moving merchan- 
dise and the furnishing of sales 
people with knowledge of all the 
selling points, a better merchan- 
dising job will be done. 

Successful selling requires ac- 
curate knowledge of the merchan- 
dise offered. 

“We have all of the available ma- 
terial in the store today for teach- 
ing; all the topics for discussion; 
the college graduate among our ex- 
ecutives, the students represented 
by the members of the sales group, 

















but, for some reason, the bell sel- 
dom rings for classes. 

“We have done everything to im- 
prove the efficiency of our organi- 
zations in practically every place, 
except the point of contact between 
the store and the buying public; 
namely, that contact over the top of 
the showcase or counter between 
the sales person and the customer.” 





FRED A. GANNON, the sage of 
Salem and the saga-ist of shoes, 
writes from Jefferson, N. H.: 

“Farm folks dress like city folks. 
They live easier and cheaper. Milk 
seven cents a quart at the door. The 
stores on wheels fetch most every- 
thing, therefore, simple shopping. 

“I’m wondering what will hap- 
pen if some leader starts a real out- 
of-the-cities-and - to -the-open-spaces 
movement. Forces, not of reform, 
but of economy, would support 
such a movement. 

“I’m thinking that there is under 
way a long swing movement of in- 
dustry and trade, including shoe 
retailing, back to the small towns. 
Shoe stores up this way sell all 
styles, also sizes. When I first 
came up here they all sold staples 
—knee-high plow boots, etc. 

“Winter activities are greater— 
more people in the mountains for 
Winter sports than ever. Also 
more business on farms, in fac- 
tories and in stores. 

“Henry Ford’s motor is changing 
life in towns and villages and G. E. 
motors and hydro-electricity are 
bringing even more changes than 
are Ford’s motors. This house, 
once lighted by oil and its work 
done by hand is now lighted by 
electricity and most of its cooking 
and housekeeping is also done by 
the electric method. Life on the 
farm has its social values, too.” 


* * * 


Cari N. SCHMALZ, manager of 
the Bureau of Business Research 
of Harvard University, says: 
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“The outlook for the remaining 
months of 1935 and the early 
months of 1936 is clouded. As 
you know, business men are im- 
patient and eager to go forward, 
but there is considerable hesitancy 
because the future action of gov- 
ernment is uncertain, especially in 
view of the recent Supreme Court 
decisions, and because unsettle- 
ment in the foreign exchanges may 
bring about declines in some prices. 
Under the circumstances, prices can 
hardly be expected to rise very 
substantially during the rest of this 
year, and indeed, they may give 
way slightly. Government spending 
will be an anchor to windward, 
but recovery in private business 
may not proceed rapidly.” 


* * * 


M . . . 
THis retail shoe business is just 
a succession of humps. First we 
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have the Easter hump, then the 
white selling, which is closely fol- 
lowed by the graduation season. 
Right on top of that comes the Sum- 
mer sale, then right away we must 
make ready for the August open- 
ings. We just get over one rush 
of business, when another must be 
planned out.” This from Mrs. 
Alice Peterson who has operated a 
shoe store in Santa Ana, Calif., for 
the past 23 years. And what a fine 
time she has planning things! 


* * * 


“DOLLARS and cents have a great 
deal to do with the evils of the shoe 
business,” believes Jesse Thompson, 
Salt Lake City shoe retailer. 
“When the question of servicing the 
customer is of paramount impor- 
tance, the ultimate profits of a store 
will be taken care of by the natural 
flow of business.” 

















Some OF THE BoYS STILL POKE ALONG WITH OLD-FASHIONED METHOVS 





—BuT THE WISE ONES KNOW THERE’S NOTHING LIke A Goop 
MoTOR FOR REALLY GoInG PLACES! 
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The question in every merchant's mind is: 
"What Must | Do in Case of Inflation?" 
Readers of the Boot and Shoe Recorder 
have been exposed to the practical think- 
ing of Professor McNair for nearly fifteen 
years and he gives the best of his opinion 
in this issue. He was, by the way, the 
originator of the idea of collecting the 
operating expenses of shoe stores — the 
first research of its kind in America. 

Editor's Note. 


Is inflation coming? In a certain sense—and a rather 
important sense—the answer is yes. Inflation is already 
here.” It all depends on what we mean by inflation. If 
by the word “inflation” we mean to designate such con- 
ditions as an unbalanced budget, an irredeemable paper 
currency, and a government-controlled central banking 
mechanism which has at its command all the necessary 
devices for the practically indefinite issue of thinly 
camouflaged greenbacks—conditions which in the past 
have always had a definitely predictable result, but 
within a wholly unpredictable period of time—then, in 
that sense, inflation is already here. But if we mean by 
“inflation” the complete unfolding of those casual con- 
ditions into a great and drastic rise in the prices of 
commodities brought about by expansion of the circu- 
lating medium, then the answer is “Inflation is not yet 
here, although it may be coming.” It is in the latter 
sense that I think we ought to use the word “inflation.” 
You will notice that this definition of inflation, “a great 
rise in the prices of commodities brought about by ex- 
pansion of the circulating medium,” is broad enough to 
cover both what is called “credit inflation” and what is 
called “monetary inflation.” Many people are in the 
habit of distinguishing quite sharply between credit in- 
flation and monetary inflation, regarding only the latter 
as bad. I am not sure that this differentiation is wholly 
justifiable. Particularly in a country such as America, 
where our circulating medium consists primarily of 
bank credit, a great credit inflation can have very seri- 
ous consequences. 

Our questions then are these: Given the existing sit- 
uation, in which are all the commonly recognized ingre- 
dients of inflation, can we be certain that a great price 


Is INFLATION Coming? 
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inflation actually will develop? What possible forms 
will it take? What are the probable times required for 
these developments to work themselves out? 

If history is to be relied on, there is a very consider- 
able pile of inflammable materials for an inflationary 
bonfire. And yet we cannot be certain, for there are new 
elements in this situation that have not been present in 
the great historical inflations. 

Next, let us look at the existing business situa- 
tion. The event of overshadowing importance in 
recent weeks is the decision of the Supreme 
Court declaring the NRA unconstitutional. We 
are probably still too close to it to appreciate 
how momentous a landmark is that decision in 
the field of constitutional law. The highest court 
in the land has, in effect, said that henceforth 
recovery and social reform measures cannot 
transgress constitutional bounds, no matter how 
laudable the purpose of these measures may be. 
The court even went perhaps somewhat out of 
its way to indicate unequivocally that our tradi- 
tional framework of states’ rights is to be pre- 
served. This decision, unless it be overruled by 
the American people, raises a mighty barrier 
against the rising tide of regimentation and state 
socialism. 

For the long run, this decision will be enormously 
helpful to the cause of real business recovery. For the 
short run, it probably will have certain retarding ef- 
fects on business activity. It creates some confusion. 
This confusion is understandable. Nobody likes to have 
the rules of the game changed at such frequent inter- 
vals. Naturally also many buyers are now waiting to 
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Bubble, or Step by STEP? 


By 
Malcolm P. McNair 


Director, Bureau of Business 
Research Harvard University 








see to what extent the price structure of the NRA was 
artificial. And there is, of course, the deterring factor 
of threatened labor troubles growing out of organized 
labor’s resentment at the loss of rights which it believed 
had been guaranteed. Furthermore, for the time being 
at least, some of the machinery of useful cooperation 
among business men which had been developed under 
the NRA has been broken down. It is a reasonable con- 
clusion, therefore, that for the immediate future the 
effects of this far-reaching decision of the Supreme 
Court will be slightly deflationary. 

The underlying economic forces tending to bring 
about recovery through the operation of normal causes 
are very strong. Their action has been undeniably de- 
layed, to some extent weakened, and in part thwarted 
by many of the policies of this Administration, some 
of which, of course, we must recognize as having been 
politically expedient and perhaps necessary, in spite of 
their economic flaws. Yet these natural forces of re- 
covery have still continued to function. It should be 
recognized that in actuality there are-many favorable 
conditions present today. A great deal of deflation and 
liquidation has taken place. Many debts have been paid 
off. Price relationships are improved. Both domestically 
and internationally the prices of important raw mate- 
rials for many months have shown an encouraging 
degree of stability, aside from the recent decline in the 


American prices of some agricultural commodities 
which have been artificially sustained under the AAA. 
With some notable exceptions we are perhaps almost in 
sight of a new balance in the price structure. Credit is 
obviously ample. Depreciation and obsolescence have 
created large industrial deficits. Various inventions and 
improvements, worked out during the depression, are 
about ready to play their part in building new indus- 
tries and widening the distribution of existing products 
to larger groups of purchasers. 

The existing business situation, then, is one in which 
there are in the foreground certain influences and pos- 
sibilities slightly unfavorable for the short run, but in 
the background a quiet increase in the strength of those 
underlying economic forces which in the past have al- 
ways produced recovery from depression. Much de- 
pends on the attitude of business itself. The decision of 
the Supreme Court is in effect a challenge to business. 
Business should accept that challenge, should show that 
it has the courage to use the freedom it has been yell- 
ing about. If business men do not have the courage to 
risk getting their feet wet when deprived of the pro- 
tecting umbrella of the NRA codes; if it proves that 
they have to be protected and coddled to the same 
extent as some of the other vociferous social groups, 
then regimentation is indeed inevitable. In spite of the 

[TURN TO PAGE 27, PLEASE] 












All photographs on these 
pages from the new RKO 
production "Top Hat." 


On the wardrobe shelves of Fred Astaire’s dressing 
room at the RKO radio studios in Hollywood repose 
thirty pairs of dancing shoes. They are veterans of 
many a merry whirl and dizzy spin, but their days 
before the camera are ended. Now their only use 
will be to carry this dancy star across the rehearsal 
floor. 

For each dancing screen recording of one of his 
dances, Astaire wears a new pair of shoes. Sometimes 
one pair will last through the various routines of a 
single dance. In doing the “Piccolino,” the feature 
dance of “Top Hat,” the latest Astaire-Ginger Rogers 
musical, the actor wore five different pairs for the 
various movements and camera “takes.” 

After their brief moments before the cameras, the 
star’s dancing shoes go into the “reserve line.” He 
uses them for rehearsal until they are ready for final 
retirement. The wear and tear they take in that capac- 
ity is really amazing. 

Shoe leather has, in fact, carried Fred Astaire a dis- 
tence sufficient to span the globe and leave plenty of 
miles for long side trips. The actor has been dancing 
since he was a youngster of six and for more than 
twenty years he has heen a headline star, first of vaude- 
ville, next of the musical show and now of the films. 

The amount of rehearsing that Astaire does is almost 
unbelievable. For the “Piccolino” alone he rehearsed 
more than 120 hours and while this is the feature num- 
ber, it is but one of five spectacular dances he does in 
“Top Hat.” All the others receive their hours of 
creative work and practice. 

Astaire creates all his own dance routines. Some 
six weeks before “Top Hat” went into production he 
started his work for the dances. Irving Berlin had 
created the musical score of lyrics and melodies for 
the picture, so it was Fred’s turn to create the dance 
routines. 

The actor occasionally maps out diagrams of the 
intricate path*his feet are to travel, but whether he 
traces the steps on paper or just mentally, a routine is 


ns 
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PORTRAIT 
of “A Gentleman 
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MISS GINGER ROGERS 


Shoes for another pair of dancing feet and something 
new at that. Miss Rogers wears Congress Gaiter 


Jodhpurs of dark brown gabardine, ideal for dancing 
and not a bad idea for riding either. 


reduced to the exactitude of a blue print by the time 
he has it finished. 

His first step is to plot out a general pattern for the 
dance. Then he fills it in, step by step. When the 
routine is finished to his satisfaction, the rehearsal 
grind begins and is continued faithfully during every 
spare moment until the dance is finally recorded in 
film. 

Miss Rogers rehearses with Fred Astaire for the 
dances that they do together. 

Seven to eight hours a day is the regular Astaire 
rehearsal stint. The work is done on a deserted stage 
and progresses with scarcely a delay. Astaire appar- 
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"| Won't Dance" sings Fred Astaire in "Roberta." 


But he doesn't mean it, and every time he dances— 
zing goes another pair of patent custom oxfords, 


his favorite dancing shoes. Here's power to him! - R 


with Dancing 
FEBS 


By 
HARRY 


TERHUNE 


The flashing feet of this 
gentleman have danced 
enough steps to carry him 
‘round the world and back. 


—And a Young Lady Who Dances Smartly Too 


ently is tireless and Miss Rogers does step for step with 
him when they are rehearsing together. 

Astaire usually changes his shoes several times a day 
when he is rehearsing, spreading the work evenly for 
his footwear but never thinking of rest for his feet. 

The star says that in all his dancing years he 
has never known what it is to have trouble with 
his feet, a fact doubtless partly attributable to 
the care with which he selects his shoes. Per- 
fect fit is an absolute requisite of the Astaire shoes, 
whether they are for dancing or street wear purposes. 
The actor said he could not conceive of going through 


a gruelling dance routine with footwear of which he 
had to be in the slightest degree conscious. 

Light, flexible but substantial shoes are those which 
grace the Astaire wardrobe shelves. He has them all 
made to his measurements. 

Since he left the New York and London musical 
stage to become an RKO radio screen star, Astaire has 
made “Flying Down to Rio,” “Gay Divorcee,” 
“Roberta” and the yet to be released “Top Hat,” with 
Miss Rogers as co-star. Particularly outstanding among 
his many dance creations have been the “Carioca” and 
the “Continental.” The “Piccolino” in “Top Hat” is 
hailed as the most colorful and spectacular of them all. 

Fred Astaire’s brilliance as a smart dresser, as well 
as a clever dancer, has been felt from New York to 
London, and his influence on what well-dressed men 
are wearing has been very great. Being a great traveler, 
he has brought from Europe, particularly London, many 
new ideas in dress, which, by his persistent wear, he 
has popularized in America. 

As early as 1932, when he was dancing in “The Band 
Wagon” and “The Gay Divorcee,” then a play, he wore 
with extreme smartness the odd coat and jacket which 
was later to sweep the country and become the stand- 
ard men’s sport costume. He was one of the first 
men ever to wear reversed calf shoes both on stage and 
street, and notices of those plays remarked the unusual 
type of footwear that he was featuring. Among the 
men who like to be known as smart dressers, these 
shoes in which Astaire danced so well, caused no end 
of comment. It was this cult that wore reversed calf, 
and because of their being photographed so often, did 
much to popularize this style. 


MEET FRED ASTAIRE, the nation's dancing idol. 

You may have seen him in "Flying Down to Rio,” 

"Gay Divorcee," or “Roberta.” Perhaps you 

have wondered, as we have, how he keeps them 
so smartly shod. 








‘A CHILDS GARDEN 


Set in land of 


Just before leaving for England, where she will deco- 
rate the nursery for Princess Marinia, wife of the Duke 
of Kent and daughter-in-law of King George V, Eulalie, 
world famous artist and illustrator, completed the job 
of decorating the interior of the Westwood Children’s 
Bootery at 1003 Glendon Avenue, the bootery where 
children of many of the famous movie stars are fitted 
with shoes. 

The revamping of this shop makes it unquestionably 
one of the most unique children’s shoe shores in Cali- 
fornia. Jack Schulz, himself an artist of no mean 
talent, is the proprietor. 

Eulalie’s wall decorations are glorified patterns of 
illustrations frequently seen in more amateurish form 
in children’s store. They include “Jack and the Bean 
Stalk,” the “Old Woman in the Shoe,” “Wynken, Blyn- 
ken and Nod,” “Cinderella,” “Puss ’n Boots,” etc. How- 
ever, that is only half the story. 

The glass slipper being presented to Cinderella on 
a silk pillow by the painted prince is a real glass slip- 


per fashioned for the lay-out. The door into the old 
woman’s shoe is in reality the door in‘o the stock room. 
The window in the shoe is in reality the electric switch 
box, and a quaint little small pane window in the wall 
near by is the radio. The door bell at the rear door 
leading in from the beautiful patio is rung apparently 
by Puss as she stands in her famous boots. Jack’s bean 
stalk is marked off in feet and inches and is used for 
measuring children to learn their height. 

Incidentally a little card is given the mother when 
a child is measured and she usually keeps this as an 
item in the child’s record book. It gives the date, the 
child’s height, etc., and states that the measurements 
are accurate according to bean stalk records. 


Unique Services 


Various unique services are offered in this shop that 
have grown into volume. For example, the preserving 
of baby’s first shoes by covering them with bronze of 
silver is not “just another thing” in this shop. That 





x 
on r 


J. Edward Tufft 


has been built into a business and approximately three 
pairs per week are finished and at prices ranging as 
high as $35. Systematic sales effort is made. When 
‘a child is fitted for the first time, the mother is shown 
a metal covered pair of shoes and asked if she would 
not like to bring these shoes in when they are worn 
out and have them preserved. Nearly every mother in 
this village says “Yes.” Few forget. 

There are always bronze and silver covered shoes in 
evidence. Mr. Schulz uses these in the various ways 
suggested by artists. He has baby shoe bud vases, 
baby shoe book-ends, baby shoe paper weights, and 
such items are always in sight. 


Hand and Foot Impressions 


Making of hand and foot impressions has also de- 
veloped into a paying feature. Moulds are made in 
plaster of Paris by the impression method and _ the 
resultant little hands and feet bronzed or silvered and 
used in various ways. They are used on book-ends 
on occasional-tile decorations for fire-places, on vases, 

[TURN TO PAGE 40, PLEASE] 


This fashionable patio is in reality one of 
Beverly Hills’ smartest tearooms. The rear 
door of the children's bootery opens into 


OC F S H C) E S ” the courtyard, reminiscent of old Spain. 


“Make-Believe’ 


The Westwood Children's Bootery of Jack Schulz in Beveriy Hills, Calif., is 
charmingly decorated to catch the eye and fancy of the smallest shopper. 


73 e4 


Beautifully drawn on 
the walls of this shop 
are to be seen all the 
characters of the 
child's fancy, Jack and 
the Beanstalk, the Old 
Woman in the Shoe, 
Wynken, Blynken and 
Nod and all the others. 
Everything the child 
touches or sees is out 


of his fairytale book. 
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Kilties Lead...Cheers for Reverse Calf...Bright Browns a 
New Note 





COLLEGE 


Every retailer should be able to get up 
the best college promotion he ever staged 
this year. Why? Because he will have 
more welts in stock than he ever had 
before. Every young woman among his 
customers is interested this Fall in a 
low-heeled, casual walking shoe. It is 
no longer a limited business. It de- 
serves a good slice of the buying budget. 
And so he can afford to offer the school 
and college trade a wider and more at- 
tractive selection. 

What will that selection be? 

Every retailer we have talked to puts 
the Kiltie tongue shoe first for campus 
wear. And that Kiltie shoe can have 
infinite variations. It is amazing how 
many changes can be run in this one 








basic theme. Our photographs show y' 
several clever new interpretations. > aaa i 

Next to the Kiltie, comes the brogue ‘ ie ts B 
oxford. And here again there are many 4 T 
new details to feature. New lasts that ” 
give a smarter, more swagger line. New ™ 7 TT i_ ™ 
welt treatments. Brass eyelets. Saddle = rT =i tt 4 i : 


stitching . . . that swanky English look 
that the college girl will like. 
The Ghillie is still with us—at its best | : 
with a closed tongue. And the broad ee eee ( 


strap shoe is so important in general this 








From the Paramount film “College Scandal” k 
GETTING Set fc 
tox 
sh 
GI 
(Top) New swagger lasts give the 
classic oxford a swanky English the 
look. (Lower Row) Moccasin Fa 
model with contrasting throat, i 
laced with thong stitching. The gic 
popular Kiltie with a little new tor 
touch in its lace adjustment 
threaded through slits in the Bu 
tongue. ne\ 
wa 
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Saddle Whites 


year that it should be included in campus displays. 

To guide them in their buying of college patterns, L. 
Bamberger of Newark recently made an interesting test. 
This store has a “Campus Center,” with a sales staff 
recruited from very recent graduates of colleges through- 
out the country. The merchandise manager of the shoe 
department called in a group of Fall shoe samples, left 
the shoes for several hours with these girls and then 


SHOBS.... 


for the COLLEGE TRADE 


took a vote. Their three favorites were a Kiltie tongue 
shoe, a plain swagger oxford and a closed tongue 
Ghillie. These three will be featured models for Fall. 

What about the “Peasant” shoe? Most retailers agree 
that the word “Peasant” should be dropped from the 
Fall selling vocabulary. In its extreme form, with its 
giddy color combinations, flat heels and exaggerated 
tongue, the “Peasant” shoe is passing out of the: picture. 
But, “Peasant” ideas have left their mark. Many of the 
new patterns show the “Peasant” influence in their novel 
ways of treating tongue details. We have also seen a 


Continue 
a 
Campus 


Custom 


(Top) The Broad strap is coming 
back, shown here in swagger 
brown reverse calf. (Lower Row) 
Two smart gored shoes for the 
football week-end. The first is 
green, the second, smoke grey, 
high notes in the color picture. 
At lower right hand corner is 
a Kiltie with new, diagonally- 
trimmed tongue and matching 
collar. This shoe is being tea- 
tured in a number of color com- 
binations, particularly smart in 
-rown with green and two lines 
of grey. 


number of shoes that are “convertible” “Peasant” types, 
with colored tongues that can easily be detached. Frank 
Brothers, for instance, in their new “English Shop,” 
will have colored tongues on hand to attach to a classic 
Kiltie mode!, for any customers who like the idea. But, 
as for stocking a number of colored combinations, no 
thank you, they say, very firmly! And that seems to 
be the general feeling. 

There is one more model that deserves mention—the 
perennial, rubber-soled saddle oxford, all white and 
white with brown, worn all the year around at all the 
Eastern girls’ colleges, and in various other spots 
throughout the country. It’s an old college custom that 
will continue as strong as ever this Fall. Winkelman, 
who maintain a permanent display at Vassar, sell it 

[TURN TO PAGE 47, PLEASE] 
























































PROGRESS is riding swiftly down the road of shoes 
and woe unto him who rests at the wayside in smug 
traditional lethargy. Things are happening with such 
speed that scarcely a week passes but what we herald 
some significant act to serve as a pattern for all indus- 
try to follow. 

This week we focus the eyes of industry on H. L. 
Nunn of Nunn, Bush, Milwaukee, Wis., who says: 
“Labor must be considered a part of management 
rather than a commodity and we give insurances to 
our workers of fifty-two pay checks a year, regard- 
less of conditions in the industry. This is our mutual 
solution of the problem of seasonal unemployment.” 

Hail to such a progressive. But he can’t do it alone. 
Industry, and particularly the retailer, must cooperate 
to make possible a continuous production, with its 
attendant efficiencies, economies and benefits to labor. 

The NRA was not an adventure entirely lost if it 
pointed the eyes of America to the needs of the worker. 
Seasonal unemployment has been the curse of industry 
for generations. Some of it is unavoidable, but manage- 
ment is now putting its best brains into the problem 
of correcting a major defect in the machinery of pro- 
duction and distribution. 

We are making a very serious study of the subject 
of retail distribution and no topic is of more para- 
mount importance than the one of wastes in business 
through high seasonal operation and low unseasonal 
employment. We have asked a number of cooperating 
merchants throughout the country to give us _per- 
centages of total sales at retail by months. Here’s an 
excellent common denominator of many stores’ opera- 
tion. It shows that retailing, as a science of distri- 
bution, is fairly constant month by month. Here’s how 
the American public buys its shoes on the average, in 
the shoe stores of America: (percentages by months) 
January, 8.5; February, 6.2; March, 11.5; April, 8.8; 
May, 8.3; June, 7.9; July, 7.5; August, 7.3; Septem- 
ber, 8.8; October, 9.3; November, 6.6; December, 9.3. 
If shoes are distributed week by week and month 


Make Shoes a Business, 
Not a Seasonal Circus 
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by month in these percentages, why is it that produc- 
tion is in high peaks and valleys, feast and famine, 
through the year? 

Certainly the problem can be solved if we plan our 
work and work our plan. This Fall many merchants 
are dividing their season into two distinct selling parts 
—the early promotion extends from August 19 to 
November 1; and as the season advances and turn-over 
is made on early fashions, the money is reinvested in 
newer types of shoes typical for the season November 1 
to Christmas. Some stores do even a better job by 
ordering for each selling month well in advance and 
maintaining a constant flow of steady orders on staple 
merchandise the year round. The process of buying 
is almost automatic. If the progressives can do it 
this way, so can retailing as a whole. 

We need to eliminate some of the artificial dams and 
blocks that prevent the flow of orders. We trust that 
the industry is not encouraging state and regional style 
shows to again bring about a congestion in the normal 
flow of business. The excuse and alibi of waiting for 
some little event to date an order, is part of the child’s 
play of former uneconomic years. The place to buy 
shoes is in the store or in the market in regular appoint- 
ment, to facilitate the economies and efficiencies and 
the perfection of production. Planned shoes are better 
shoes. One national showing, once a year, is adequate 
in revealing the arts and progress of industry. Let 
normal business go its normal road and we will reduce 
one paramount waste in which every worker in shoes 
has a definite interest. 

Bulk seasonal business complicates control of pro- 
duction, involves delay and loss in the handling and 
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| FOOT RELIEF i. Style Shoes 


OUTWARD STYLE — INWARD RELIEF ...A SALES-BUILDING COMBINATION 


Many times in the daily course of business you are confronted with either an unusually hard-to-fit 


foot, or with one that shows a mild form of weakness. 


In both cases it is to your decided advantage to 


clinch the sale and be sure of customer satisfaction, by slipping a pair of Dr. Scholl’s Met Arch Insoles into 


RETAIL FOR ONLY 
ONE DOLLAR A PAIR 


At this retail price, Dr. Scholl’s 
Met Arch Insoles represent the 
greatest value .. . $1.00 per pair— 
fitted right into the shoes. You are 
confronted daily with many oppor- 
tunities to take in these extra dol- 
lars. Send in your order today; 
specify sizes wanted. 


the new shoes. 


This makes the shoes fit better...wear better...feel better. ..it enables 
your customer to enjoy outward style with inward comfort—two features 
that every customer appreciates and looks for. Miss no sales opportuni- 
ties. You can enjoy much extra volume and added profit by recommend- 
ing, at every opportunity, 


D© Scholls 
MET ARCH INSOLES 


i | 
SS ‘ 


In the smartest of shoes 
Dr. Scholl’s Met Arch In- 
sole fits snugly and gives 
the customer supreme 
comfort. 


In Dr. Scholl’s Met Arch 
Insoles the sponge rubber 
elevater is accurately 
placed beneath the meta- 
tarsal bones. 


The longitudinal cork lift 
is precisely placed in 
proper position—to sup- 
port the arch, and con- 
tact the shank of the shoe. 


SCIENTIFICALLY ACCURATE IN EVERY DETAIL 
... FIT PERFECTLY IN EVERY SHOE 


HESE insoles are made in strict conformance with every 

accurate detail of medical, orthopedic and scientific re- 
quirements. They are made of the finest quality gray leather, 
with a sponge rubber cushion at the forward end, to elevate the metatarsal 
arch. Relieve mild cases of weak arch, callosities and burning sensations 
in the fore part of the foot. The cork lift provides longitudinal support 
as well. 
Under-side is coated with a special cement for attaching to insole of the 
shoe itself. Self-adhering, fits invisibly and becomes a part of any shoe. 
Keeps the foot from sliding forward. 
SIZES: Women’s 3, 4, 5, 6, 7, 8, 9 Wide and Narrow. Men’s 6, 7, 8, 9, 10, 
11, 12 Wide and Narrow. 
Wholesale, per doz. pairs, $6.00. Retail, per pair, $1.00. 
Place your order now, or write for full details. Address the nearest office. 


THE SCHOLL MFG. CO., INC. 


Manufacturers of Dr. Scholl’s FOOT COMFORT Appliances and Remedies 


213 West Schiller St., CHICAGO 62 West 14thSt., NEW YORK CITY 
LONDON TORONTO PARIS 
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Beware O! CARELESSITIS 


. 50 year old malady can be 
prevented by application 








oo. ** 


STORE NAME 

















me 


of modern day methods 


By 
R. E. ANDRUSS 





approaches. 

Thousands of stores will succumb to carelessitis. 

Stores that have zealously striven to maintain a high 
degree of store, window and advertising efficiency 
throughout the Spring and early Summer, will take on 
what the Recorper of February 6 criticized as a “junk 
shop keynote.” 

It’s a mental affliction—carelessitis. 

The minute a markdown strikes them, good reliable 
shoes suddenly become undesirables in the minds of 
the boss and the salespeople. They forget that those 
shoes, marked down for clearance, must appear desir- 
able to the people who will pay their good money for 
them. 

It’s a costly malady—carelessitis. 

It reveals itself in sloppy advertising, drab windows, 
dejected stores, a general air that indicates a complete 
loss of interest in both shoes and service, that says, 
“here’s a lot of junk shoes, hardly worth bothering 
about, but they’re marked down if you want to take a 
chance, and buy them.” 

It effects everybody in the store—carelessitis, 

The big chief lets the ad man throw an ad together 
at the last minute; the displayman throws some shoes 
into the window; salespeople get the same feeling and 
almost throw the shoes at the customers. 

Five months of careful merchandise practices thrown 
overboard when the great carelessitis epidemic hits, at 
sale time. 

But carelessitis can be prevented! It’s simply a 
matter of abandoning old tradition that sales must be 
drab, junky affairs and taking on the modern view- 
point that as much care should be given to clearance 
advertising and displays as to high promotions of the 
season. 

The idea that sale ads must be sloppy, and sale win- 


a. 


THE time of the great semi-annual let-down fast ° 


Sale settings need not be 
inexpensive to be effective. 




















/ 


dows junky, to create a “bargain sale” atmosphere that 
will intrigue customers is all wrong. 

True, the ads and the windows should be merchan- 
dised more heavily than first-of-the-season promotions, 
but they can still maintain an atmosphere that does 
not detract from the worth of the shoes. 

Attractive, interesting ads and displays make the sale 
shoe values seem all the bigger at their lower prices. 

Get that thought firmly in mind!—the appearance 
of your sale advertising and windows will either add 
to or subtract from the desirability of your sale shoes, 
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Ordinary inexpensive metal shoe 
racks mounted on compoboard 
panels. 
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Many leading manufacturers are 


supplying their customers with smart 





new models of lightweight shoes 
made by this thoroughly practical 
method. 


Silhouwelts, for Spring and Summer 
wear, are made for men and women 
who insist upon quality, style 


and comfort. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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It’s the Service 
All-WHITE 


You bnew thee repdtation os 
the greatest valve that walls 9 show 


$495 
L. STRAUSS & CO. 


INDIANA'S BEST SHOE STORE 





Flawless 
PERFECTION 


Here, ond here alone, con you discover that 





excelled comtort—due to correct shoes properly titted 
Our presentotion 1s most complete and owats your in. 
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ie Smartest Young Modems... are 
Going to town” 
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“FACING THE FOUNTAIN® 
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Play shoes are now in | 

the picture for extra > 

Summer profits in the , 

juvenile department. 

é 

s 

THE dominant role that white shoes are playing in , 
this Summer’s drama of shoe selling is reflected in the F 
retail advertising of stores the country over. Whites t 
are being featured more prominently than anything : 
else, not only in women’s shoe advertising but in men’s 2 
shoes as well, and reports from retailers in all sec- ti 
tions confirm this very tangible evidence of an un- : 
precedented acceptance of white footwear. In many th 
cities sales of whites are reported to have passed all a 
previous records and in some cases the volume of busi- ie 
ness to date has already exceeded the total of last year. a 
It is a tried and accepted rule of retail advertising Fs 
practice that the time to spend money to promote any ha 
kind of merchandise is when the public is in a mood w 
to accept it. It is difficult for an individual retail store is 
to educate consumers to buy anything toward which lo 
they are naturally indifferent, but if one has the shoes _ 
the public is ready to buy, advertising which proclaims ve 
the fact with interesting copy and attractive illustra- ae 
tions is almost certain to bring in the business. So ap 
this is the time to tell your white shoe story, and, the im 
more interesting you make it, the more be 

receptive you will find your audience. fa 

Practically all of the white shoe ad- wo 

vertising now appearing is planned and ti 

written from the style angle, and that, def 

too, is sound common sense in a year ste 

when white shoes occupy such an im- Fe 

portant place in the fashion picture. the 

There has been too much tendency in ‘we 

past years to shorten the natural season ~ 

of whites by emphasizing price at a out 

time when they were still at the height inf 

of their seasonal demand and when the * 
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Is INFLATION Coming? 


disconcerting effect of changes in the 
rules, business must not prolong the 
present period of uncertainty. It is 
up to business to get under way and 
show what it can do on its own. 

Prediction is hazardous in the ex- 
treme, but if I had to make a guess I 
should say that probability favors a 
substantial degree of business recovery 
during the next 18 months. Neverthe- 
less, in debating the possibility of in- 
flation one must envisage not only the 
alternative of possible or probable busi- 
ness recovery, but also the alternative 
of continued depression. 

A possibility that must be considered 
in case we do not have business recov- 
ery is that we shall continue to edge 
up toward inflation, much as we have 
in the last two years, by a series of 
short steps, for instance, as some fur- 
ther devaluation of the dollar, some 
additional advances in the price of 
silver, issue of additional forms of 
paper money which will not look like 
outright greenbacks, continued budget 
deficits financed by borrowing rather 
than taxation. How much of this can 
the country stand in the event of con- 
tinued depression? Logically, we can 
probably stand a surprising amount of 
this sort of thing. If we cut the inter- 
est rate in two, as we seem to be well 
on the way to doing, we can carry 
twice as heavy a national debt at no 
additional cost. Furthermore, so long 
as private business is not very active 
in utilizing savings, there is some re- 
assurance in the fact that the annual 
government deficit apparently does not 
as yet exceed the amount of the coun- 
try’s annual savings. Also it must al- 
ways be borne in mind that bank credit 
is our principal form of currency; so 
long as we continue in a state of de- 
pression the business community is not 
actively utilizing bank credit, and the 
velocity of circulation remains low. In- 
deed this very fact is the all-important 
reason why in a business depression 
apparently it is impossible to achieve 
important advances in the price level 
by means of monetary manipulation 
without carrying that manipulation so 
far as to precipitate disaster. In other 
words, a managed currency and credit 
system by itself is a wholly inadequate 
remedy for depression. In a sense the 
deflationary effects of each additional 
step in currency manipulation tend to 
counterbalance the inflationary effects. 
From a strictly logical standpoint, 
therefore, if the depression continues 
we can go on with the piecemeal infla- 
tionary tactics of the last two years 
for a. considerably longer period with- 
out generating a really drastic price 
inflation. 

’ The least that can happen in the 
period of recovery is a substantial 
credit inflation. We have a greatly ex- 
panded credit base. It does not appear 


[CONTINUED FROM PAGE 15] 


at all likely that we shall undo any 
of the actions, such as devaluation of 
the dollar, which have given us this 
large credit base. All the past experi- 
ence of the world in monetary matters 
indicates that sooner or later we shall 
expand credit and raise prices to the 
full extent which that base permits. 
Such expansion might require a fairly 





HAIL TO BOTH CHIEFS 


PORTLAND, ORE.—The old president 
greets the new. The smiling young man on 
the right is Everett W. Nordstrom, Seattle, 
past president of the Pacific Northwestern 
Shoe Retailers Association, congratulating 
C. J. Pessemier, Tacoma, on the latter's elec- 
tion as regional president. 

The administration of Mr. Nordstrom has 
been a most happy one from both a gain in 
membership and dollar standpoint. In making 
his speech of acceptance, Mr. Pessemier ac- 
knowledged his debt of gratitude to his pre- 
decessors in office for the high standards they 
had set and promised to do his best to equal 
their splendid records. 

It will be noted that both young men wore 
the famous "A Rose for You in Portland 
Grows." 

The Pacific Northwestern shoe association 
was formed seven years ago as the result 
of some intensive personal solicitation by 
Will A. Knight, who was immediately elected 
president, and has since served as the 
"Daddy" of the association. This organization 
is unique as a regional group in two ways. 
In the beginning, as now, the prime object 
was fo make the N.S.R.A. more powerful. 
Second, in order to keep up the sustained 
interest, branches or chapters were organized 
in many cities all over the states covered by 
the association. All these chapters have req- 
ular monthly meetings, so are a great power 
in the advancement of better retail shoe con- 
ditions in their respective communities. All 
shoe men, whether independent, department, 
speciality or chain, are all welcomed to 
the membership. 





long period. There is no likelihood thav 
it would take place over any period of 
less than four or five years’ duration; 
and it is probable that it might extend 
over a much longer period, perhaps not 
all of the rise being confined to the 
expansion phase of any one business 
cycle. 

Under these circumstances the most 
optimistic possibility which I can see 
is that this will be only a credit infla- 
tion, that it will not run into a mone- 
tary inflation, and that the rise will be 
controlled in time to prevent a repeti- 
tion of the 1929 crash. 

If I were to make as realistic a guess 
as possible, it would be about as fol- 
lows: 

(1) There will almost certainly be a sub- 
stantial rise in prices, but not one that will 
come with any great rapidity. Prices might 
easily reach the 1919 level, but not next 
year; not the year after that; quite prob- 
ably not before 1939 or later. 

(2) There is a possibility, but it is almost 
too much to hope, that credit inflation can 
be controlled during the next upward move- 
ment of business before the business boom 


reaches heights which make another bad 
business depression inevitable. 


(3) There is a very distinct danger, not 
to say probability, that vacillating, politi- 
eally expedient policies on the part of the 
government will permit a credit inflation 
starting in the period of recovery to run 
into a monetary inflation. 

The necessary governmental policies 
to prevent a runaway inflation when 
business recovery begins to take hold, 
I believe, are these: 

(1) The attainment of a balanced Federal 


budget by means both of economy and of 
taxation. 

(2) Genuine stabilization of our currency 
in relation to a fixed international gold 
standard, not the old gold standard, not 
necessarily finally fixed ratios, but at least 
a provisional working agreement among the 
three major countries, France, England, 
and the United States. 


(3) A sound control of bank credit, di- 
vorced from political considerations, and 
paying attention to the qualitative, as well 
as the quantitative, aspects. 

If the business recovery takes place 
which I expect, it will, in my opinion, 
be essential to achieve these three ob- 
jectives of a balanced budget, interna- 
tional currency stabilization, and sound 
control of bank credit, within two years 
if the apprehended danger is to be 
avoided either of a monetary inflation 
or of a credit inflation which goes too 
far. 

All this is a dark picture, and it is 
sincerely to be hoped that we shall be 
lucky enough to escape such develop- 
ments. But even though we may be 
lucky, and even though these contin- 
gencies, at the worst, are probably still 
several years away, it would, I think, 
be the prudent thing for stores to be- 
gin now to formulate the policies which 
they will use if inflation comes. Spe- 
cifically, I suggest such steps as the 
following: 

(1) A concerted effort of stores, working 
through their National Associations or 
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S. J. Rackham, Inc., Detroit, Mich. 


O. E. THORP 
Turrells, Seattle, Wash. 
HAROLD F. VOLK 
Volk Bros. Co., Dallas, Texas 


TWO YEARS 
* HARRY E. FONTIUS 
Fontius Shoe Co., Denver, Colo. 
GEORGE B. HESS 
N. Hess Sons, Baltimore, Md. 
DAVID S. HIRSCHLER 
Hofheimer's, Inc., Norfolk, Va. 
CHARLES E. WILLIAMS 
C. E. Williams Shoe Co., St. Louis, Mo. 
MELVILLE KAUFMANN 


Sommer & Kaufmann, San Francisco, Cal. 


R. B. NAY 
Nay Shoe Co., Wheeling, W. Va. 

J. H. ROBERTS 

The Stone Shoe Co., Cleveland, Ohio 

ROY E. STEVENS 

Stevens Shoe Store, Ottumwa, lowa 
L. F. TUFFLY 

Krupp & Tuffly, Inc., Houston, Texas 


THREE YEARS 

*JESSE ADLER 

Adler Shoe Stores, New York, N. Y. 
B. W. CHILDS 

Thomas S. Childs, Inc., Holyoke, Mass. 

W. A. KNIGHT 

Knight yr Co., Inc., Portland, Ore. 

LANGS 


E. TON 
Enna Jettick Retail Stores, Auburn, N. Y. 


JOHN R. LAYCOCK 
Hanan & Son, New York, N. Y. 
* FRANK A. McLAUGHLIN 


Abercrombie & Fitch Co., New York, N. Y. 


HARRY C. McLAUGHLIN 
Potters, Cincinnati, Ohio 
J. GORDON McNEIL 
Thayer McNeil Co., Boston, Mass. 
WILLIAM PIDGEON, JR. 
William Pidgeon, Jr., Rochester, N. Y. 


ee* Pg ial 
. BAIRD 
A. E. Pied Shoe ‘0., Columbus, Ohio 
H. GEUTING 
A. H. outing Co., Philadelphia, Pa. 
JOHN O’CONNOR 
O'Connor & Goldberg, Chicago, Ill. 


OHN SLATER 
J. & J. Slater, New York, N. Y. 


* Executive Committee 








“NRA and the Future” Discussed 
At Ohio Convention 


Topic of Address by Pres- 
ident Mittelman at Meeting 
in Cleveland, Held Under the 
Auspices of Ohio Shoe Re- 
tailers Association and At- 
tended by Merchants from 
Many Mid-West States. 





M. A. MITTELMAN 


“ 

SINCE the Supreme Court decision with reference to NRA was made 
public several weeks ago,” said Mr. Mittleman, in addressing the convention 
of the Ohio Shoe Retailers Association, “industry has more or less settled 
down to the policy of watchful waiting and the confusion at first attendant 
on the announcement of the decision has disappeared. Business in general 
has come to accept its responsibility, and it is up to each and every one of 
us to see that the minimum wage and maximum hour conditions are not dis- 
turbed. This can be done with ease and intelligence by recognizing a fair 
practice code among ourselves on a voluntary basis, for it is natural and 
human that anything done on a voluntary basis and not because of coercion 
will be lived up to more than any other way. 


Discount Provisions 


“One of the features of the NRA code was the uniformity of discounts 
allowed the retailer by the manufacturer and this, in the speaker’s opinion, 
was one of the provisions unfair to the trade. Why should the large con- 
sumer of merchandise be prohibited from getting more advantageous discount. 
for prompt payment of merchandise than the small consumer? 


Employer and Employee Relations 


“There are several problems which face each and every merchant due to 
the elimination of NRA which can be solved by intelligent and common 
sense methods without difficulty. One of the most important of these is the: 
matter of employer and employee relationship. A definite interest in the 
manner of handling your personnel department and seeing to it that any and 
all complaints are heard and acted upon, with a definite interest taken in 
the employee’s welfare, will eliminate any and all dissatisfaction. Your 
employee is a most important cog in your business and with a harmonious. 
understanding between employer and employee, your business is bound to 
prosper, for it is only through interest on the part of the employee and loyalty 
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that the employee, considering your business from the standpoint of being 
his own will put forth the maximum effort. 


Run Your Own Business 


“It is most essential that merchants today analyze their business from all 
possible angles and take steps to remedy past faults and benefit by past 
experience. One of the most important items to consider and decide upon 
is to find your place among the types of stores in your community and stick 
to that type, without trying to compete with every type of store. It is the 
old story of ‘shoemaker stick to your last.’ 

“Merchandising to be successful can only be accomplished by definite policy 
and definite budget control, and profiting by past mistakes and experience. 
If this is done your business will be a profitable one. It is not necessary 
and is poor policy to carry complete stocks of everything . because it 
has been definitely proved that a stock covering all scope contains a larger 
percentage of slow-moving merchandise and a higher potential percentage 
of mark-downs. 

“We must learn one important lesson in our business) WE CANNOT 
AFFORD TO SPEND WHAT WE HAVEN’T GOT. This applies to adver- 
tising as well as buying. 

“Your advertising should emphasize service and better merchandise, quality 
merchandise, more than price features. Beware of the comparative price evil. 


Styles First! 


“The successful store, whether individual shoe store, department store or 
specialty shop, has learned that it is essential to have new, smart things first. 
We must anticipate and back up our knowledge by having the merchandise 
first. This alone is only half the battle, for you may have the merchandise 
first and advertise it properly, but without the proper education of your sales 
force, your direct means of contact between the customer and yourself, your 
merchandise and advertising does not mean a thing. Educate your sales force 
in fashion, construction of merchandise and fashion co-ordination, for the 
more efficient they are the less your markdowns will be and the more satisfied 
your customer will be, for she will get intelligent and constructive assistance 
in selecting her merchandise. 


Your Customer or Everybody's Customer 


“Stores today must capitalize on the customer’s desire for individual treat- 
ment. Making each and every customer feel that she is your utmost con- 
sideration and not just one of the masses will tend to create a closer relation- 
ship between merchant and customer and will keep her as your customer and 
not one who belongs to everybody when she is shopping for your particular 
commodity. 

“The policy prevalent recently of advertising certain shoes on a trial basis 
and if not comfortable to return them for credit, is a detriment and hindrance 
to modern methods of doing business. It tends to increase returns on worn 
shoes, which is a large enough evil without encouraging same. 

“Customers today are giving more consideration to maintaining their 
standards of living and think in terms of expenditure against income and 
living within their income and those merchants who analyze their customers’ 
needs and requirements and cater to them cannot help but be successful.” 





Results This Season 
Warrant the Following Procedure in 
Shoe Retailing in the Future 


Concentrate buying resources as 
much as possible. 

Concentrate on price ranges in ac- 
cordance with demands of patronage. 
Lay out your own plan—work it. Run 
your own business. Do not let your 
competitor run it—and don’t try to run 
his. 

Pay less attention to his price sales 
and more attention to the merchandise 
that he is making profit on. 

Always be open to buy and do not 
buy a season’s shoes in advance. Plan 
to buy every week of the year and 
have in mind every shoe you buy 
should be sized-up. 

Buy nothing different just because it 
is different. 

Merchandise should be entirely new 
to warrant your consideration and re- 
member that very often your budget 
would be better balanced if you were 
to buy sizes on numbers that are 
proven good sellers instead of taking a 
chance on untested new creations. 

Besides being able to buy style “The 
Buyer” should know how to sell and 
should remember that he is in busi- 
ness to make a profit, which after all 
is the true test of the man and classi- 
fies him as to his right to the designa- 
tion “Merchant”. 


JOHN J. HOLDEN. 


Do Not Be a Free Rider 
A Financially and Numerically Strong 
Retailers Association Essential 


If you are to continue to lead a life 
of shoes—the officers of our Associa- 
tion feel that you should help support 
the National Shoe Retailers Association 
year in and year out, as it is continu- 
ally working for your interests. 

You owe something to the industry 
of which you are a part. 











Beware of Carelessitis 


[CONTINUED FROM PAGE 24] 


in the eyes. and. minds ‘of prospective 
customers. 

If you still believe that the sale time 
customers are an entirely different 
group than your regular customers, 
check up on the success of “customer 
courtesy days.” And even those of 
the “lower price brackets” who come 
for your shoes because of lowered 
prices, will be more interested if ads 
and windows make the shoes seem de- 
sirable, instead of giving them a “junk 
shop atmosphere.” 

Along with the “junk shop” tradition 
belongs that other equally obsolete 
idea—“haven’t got time.” 

That old excuse for not doing a bet- 
ter job on advertising and displays has 
cost shoe merchants of America mil- 
lions and millions of dollars! 

There is no excuse for carelessitis. 


What to Plan in Advance 


Seventy-five per cent of the planning 
and preparation for a clearance sale 
can be done in advance. Every mer- 
chant knows approximately when his 
sale will start and can schedule prep- 
aration to give ample time to do a 
good promotional job. 

Among the things that can be done 
well in advance are: 

1. Selection of forceful, appropriate 
sale name. 

2. Making of a distinctive ad layout 
that can be used throughout the cam- 
paign to give continuity; possibly, in- 
corporating a clever character that can 
be repeated in all ads and displays. 

3. Tentative headlines and lead copy 
for announcement ad or circular can 
be prepared—also teaser ads. 

4. Space for announcement ads and 
followups determined, and _ tentative 
newspaper schedule laid out. 

5. Arrangements for circular (ad 
reprint) or post card announcement to 
customer list, with addressing. 

6. Plans for colorful, striking win- 
dow setting, that is compelling, yet 
attractive, and ties up with the adver- 
tising—continuity. 

7. Plans for store arrangement, mer- 
chandise displays, and decorations to 
give sale atmosphere. 

8. Designing and making (or order- 
ing) of signs, banners, show cards, 
price tickets, and window display set- 
tings; also any special tables, etc., 
needed in the store. 

9. Radio announcements, car cards, 
signs and other special feature ar- 
ranged, if they are to be used. 


Last Minute Preparations 


With all of these things taken care 
of in advance, all that remains for 
the last minute is the merchandising of 
ads, putting in the window displays, 
and getting the sale merchandise and 
decorations in the store in place. 
Everybody concerned has had a chance 
to do a good job. 


Watching certain points during the 
planning and preparation of the cam- 
paign will help to overcome some of 
the weaknesses of sale, promotions. 

We spoke of a good sale name, and a 
compelling layout that will get atten- 
tion, and assure continuity. Be sure 
the headlines carry the outstanding 
“news” of the sale. Be sure your copy 
is sincere, truthful, and avoids any 
suggestion of exaggeration. It was 
“bunk” in advertising that made the 
public so skeptical. They can sense 
sincerity—stick to facts, and don’t 
worry about fancy language. Give 
good, clear descriptions of the mer- 
chandise, either groups, or individual 
styles. People want to know about the 
shoes as well as the sale price. This 
is important when all stores are shout- 
ing, “price, price, price!” So watch 
your descriptions and illustrations. 

If your announcement is _ large 
enough to be well merchandised, have 
reprints for mailing and package en- 
closures. Otherwise run off mimeo- 
graph ads that tell the story more 
fully. 

Watch your windows! The setting 
need not be costly, but it should be 
colorful and different! One idea is 
the sloping platform of wallboard, 
painted on which the shoes are set, in 
price groups. Another is a big “ban- 
ner or bill-board” sign in the back, be- 
fore which the shoes are arranged in 
price groups. You may not want to 
stress certain style groups, such as 
“whites,” or “active sport’s shoes,” but 
don’t let the window get jumbled. 


Put "Sales Talk" in Windows 


Try to use brief descriptive or sell- 
ing messages on the price cards, with 
each group of shoes, or else, have the 
price on a big panel sign with a gen- 
eral message, and have a_ small 
description near each shoe. In other 
words, put “sales talk” in your sales 
windows; don’t depend entirely upon 
“price” to sell the shoes. Tell their 
desirable qualities. 

Make the store look different! This 
goes for the most exclusive as well as 
the popular priced store. In the 
“smart” shop restraint must be used, 
but no store needs to look junky in 
order to give the “something doing” 
atmosphere, that helps to make more 
sales. 

Get sale merchandise out where it 
can be handled, especially those lines 
you want to be sure to clear. Have 
them out early so the bargain hunters 
get a chance at them the very first 
day. 

Don’t cut the life out of good styles. 
Make big cuts on novelties, but hold 
back on staples. You’re likely to pay 
more for replacements, so confine the 
clearance to broken lines and shelf 
warmers. 

And above all else— 
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Beware of Carelessitis! 


The Malady that Costs Shoe Merchants 
. Millions! 


Careless display in poor salesmanship. 
Carless display is poor salesmanship. 


And when careless advertising and careless 
display set a bad example, sales people will 
likely be equally careless in rendering service. 


Carelessitis is costly! 


Is Inflation Coming? 
[CONTINUED FROM PAGE 27] 


through other association, to persuade the 
Administration, if inflation comes, not to 
enact legislation, similar to the Lever Act 
of 1919, forbidding the marking up of mer- 
chandise on replacement cost. Failure to 
mark up goods on replacement cost in a 
period of rapidly rising prices results in a 
store’s virtually giving its working capital 
to consumers. Yet such iegislation was en- 
acted in 1919, though later declared uncon- 
stitutional; and in England in 1931, at the 
time of the departure from the _ stand- 
ard, a similar act was hastily rushed 
through Parliament. 

(2) Local agreement among stores on the 
steps to be taken to speed up the turnover 
of receivables, particularly installment ac- 
counts, as soon as inflation begins to look 
imminent. 

(3) Studies of individual departments to 
determine in which departments specula- 
tive buying might first be permitted and in 
which departments the risks of change in 
demand are too great to justify speculative 
buying in the early stages. 

(4) Studies of past sales records to de- 
termine types of staple merchandise regu- 
larly in demand which might be bought in 
the early stages in inflation, not to be 
resold immedizetely, but rather to be held as 
a reservoir of working capital. 

(5) Development of pricing and marking 
procedures for effecting quick change of 
prices throughout stocks. 


(6) Development of forms of wage pay- 
ment that will be equitable to employees in 
a period of rapidly rising prices. 


(7) Conferences with state and _ local 
authorities to determine what kinds of re- 
strictions might have to be placed on pur- 
chases by individual consumers in the later 
stages of inflation. 

These are only suggestions. They ob- 
viously do not exhaust the possibilities. 
There is perhaps not a very great 
chance that such policies ever would 
have to be put into effect; but we can- 
not be sure. And the chance is suffi- 
ciently great to justify the tentative 
formulation of some policies along these 
lines. 

Now in closing let me say just one 
word. And remember that I am still 
trying to be thoroughly realistic. If the 
danger of a substantial inflation is to 
be averted, it is going to require on the 
part of the Administration something 
more than good intentions, more than 
amiability, more than a zeal for re- 
form, more than instinct for the po- 
litically expedient thing, more than 
skill in financial sleight-of-hand. It is 
going to take courage; it is going to 
take wisdom; it is going to take stead- 
fastness; it is going to take character. 
I ask you, where in the financial poli- 
cies of this Administration to date do 
you find satisfactory evidence that these 
will be forthcoming? 
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Make Shoes a Business 
[CONTINUED FROM PAGE 22] 


distribution of supplies and makes ine 

ning and routing of work and material. W 

it produces labor difficulties affecting the rel 
manufacturers with employees and merchants wit 
shipment dates. It is fair to assume that the difference 
between working time over a short period of the year 
and the average working time throughout the year is 
the loss due to seasonal production. The constantly 
employed workman is a more contented and careful 


craftsman. In similar fashion, retailing that blows 

hot and cold and plugs sales and promotions every | 
week or two and then a stale store for weeks to come, , 
produces the same problem of seasonal unemployment | 
because we are seeing the same thing happen to retail | 
store salesmen, who find themselves out of work for 

weeks at a time until another promotion stimulates a_ 


bulge in sales. 

The American public is far more orderly in its 
buying habits and if we are to give that public 
the most for its money in shoes and service, wé 


will do our part to spread the work to make more | 
orderly the lives and payrolls of all of our | 
workers from the fitting stool to the tanning vat. | 
No problem is of more importance than this one | 
of leveling out the peaks and lifting up the valleys | 
so that we can all enjoy continuous economic life | 


in trade. 


Possibilities in Ventilated Shoes 


Figures from one manufacturer of men’s shoes retail- 
ing from $6.00 to $8.50, are well worth considering 
in their broad aspect. This maker has been keenly 
interested in the promotion and development of venti- 
lated shoes and forecasts country-wide sales by leathers 
as follows: brown calf, 16 per cent; black calf, 26 per 
cent; black kid, 6 per cent; white and sport, 52 per 
cent; total, 100 per cent. 

A study of this firm’s ventilated shoe figures over a 


period of years reveals the significant fact that all gains | 


in the sales of ventilated shoes as a class have heen 
made at the expense of plain black shoes. Remember 
that when charting style proportion for 1935. 

It has been proven beyond a question that as the 
sales of ventilated shoes have increased, sales of plain 
black shoes have decreased. 

Black kid ventilated shoes have held their own for 
the past three years, while brown calf has shown a 
slight increase. 

Another manufacturer, specializing in the $7.50 to 
$10.00 price range, reports that 75 per cent of all 
Spring orders include some ventilated shoes. That 
is well worth recording, as only recently shoes of the 
ventilated type were considered salable only in the 
grades at $6.50 and under. 
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SHOES WITH JENKINS’ 


Natitre 


TEMPERED LEATHER FIBRE IN 


The influence of beau- ( 
tiful heels of Jenkins’ hEC % 
NATURO and RED 

LEATHER FIBRES HAVE THE CALL 
on footwear sales, can- 

not be over empha- 

sized. Alluring, lasting 

finishes not before 

seen, are now to be 

had. Jenkins’ NAT- 

URO, 90% leather 

fibre, assures lightness 

without loss of 

strength, smartness 

without sacrifice of 

durability, economy 

without impaired 

quality. 
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FOOTWEAR by PRINCELY PRODUCTS, Inc. BROOKLYN, N. Y. 


the material 
for outstanding slippers 


“The Standard of Quality Since 1884“ 


tHe ZAPON company 


A Subsidiary of Atlas Powder Company 


en 
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WHAT'S DOING IN THE SHOE TRADE 


SATURDAY, JULY 6, 1935 


NATIONAL NEWS 





Continues Code Wages and Hours 


Action by Rubber Footwear Manufacturers Affects All Companies, 
with Value of Products Aggregating $50,000,000 


NEw YorRK—At a meeting of the 
Rubber Manufacturers Association it 
was voted to continue wages and hours 
and respect child labor limitations; and 
the action was taken by all the com- 
panies engaged in the industry. 

The annual wholesale value of the 
products of the rubber footwear manu- 
facturing industry is about $50,000,000. 
In the manufacture of rubber footwear, 
labor represents more than a third of 
the manufacturing cost—a much high- 
er proportion than is represented by 
labor in most other products. 

In connection with this policy of 
maintaining wages and hours, it was 
noted that at the present time the 
wholesale prices of rubber and canvas 
rubber-soled footwear are lower than 
their average prices for the past five 
years. These low prices have been 
achieved despite the fact that the price 
of crude rubber is four times as high 
as it was three years ago, and the 
price of cotton, the other principal raw 
material used in the manufacture of 
rubber footwear, is more than three 
times as high, including the processing 
tax, as it was three years ago, and 
despite the fact that labor costs have 
risen appreciably. Of equal significance 
was the announcement that the quality 
of rubber footwear has been steadily 
improved through research, and is now 
better than it ever has been. 


Lease Factory Space 


HAVERHILL, Mass.—The Unity Shoe 
Co. of. Boston has taken space in the 
Rickard factory, and the Fisher Shoe 
Co. of Newburyport has taken space in 
the Jonas factory. Both make wo- 
men’s shoes. Samuel Winer is manager 
of the Unity Co., and Samuel and Max 
Fisher of the Fisher Co. 





DATES TO REMEMBER 


Boston Shoe Fair, Hotels Statler and 


Copley-Plaza 

New York Boédt and Shoe Travelers’ 
Association Outing, Golf Tournament 
and Clam Bake, Karatsony's, Glenwood 
Landing, L. |. ............ July 18, 


New York State Shoe Retailers Associa- 
tion Convention, Onondaga Hotel, 
Syracuse 

Spring Styles Conference, National Shoe 
Retailers Association, Waldorf Astorie 
Hotel, N. Y. Sept. 9, 

National Leather Opening, Tanners’ Coun- 
cil . America, Waldorf Astoria Hotel, 
A a Cy ee Seer: Sept. 9, 


tte Shoe Fair and Joint Convention, 
National Shoe Retailers Association 
and National Boot & Shoe Manufac- 
turers Association, Chicago, 
Jan. 6, 7, 8, 9, 1936 


1935 





Aug. W. Smith Company 
Takes Over Shoe Salon 


SPARTANBURG, S. C.—On June 22 
the officers of The Aug. W. Smith Com- 
pany, Spartanburg, S. C., announced 
that the I. Miller Shoe salon in this 
store, formerly leased and operated by 
Pollock’s, Inc., Asheville, N. C., had 
been taken over by The Aug. W. Smith 
Company and will be owned and oper- 
ated by them in the future. The offi- 
cers stated that the settlement was on 
an amicable and equitable basis. 

The personnel of the shoe depart- 
ment will remain the same: L. E. Gib- 
son, manager; L. D. McLeskey and 
J. C. Scott, salesmen. 

The department will continue to op- 
erate with only high grade lines of 
shoes, ranging in price from $6.50 to 
$13.50. 


Ohio Leather Co. N. Y. Office 
Office in New Location 


NEw YorK—On Saturday, June 30, 
the Ohio Leather Co. took over the 
former location of J. Brand and Son 
on the ground floor of No. 2 Park Ave- 
nue and announced simultaneously the 
discontinuance of its Philadelphia Of- 
fice. George H. Mealley will move his 
office to the new location, which will 
be Eastern Headquarters for Ohio. 
Shoe and bag manufacturers will be 
contacted direct by Ohio Leather Co. 
representatives. 


Adds Men's Shoe Department 


PORTLAND, ORE.—A new men’s shoe 
department has just been added in the 
Lipman Wolfe & Co. department store. 
Ted Novark, who is manager of the 
men’s wear section of the store, is in 
general charge, while Edgar J. Sher- 
man is buyer. Mr. Sherman formerly 
had charge of the Nunn Bush depart- 
ment in the Knight Shoe Co. here. 

The new shoe department is on the 
street floor, adjacent to the men’s wear 
section. Holland shoes retailing at $5 
and $7.50, and Nettleton’s at $9 to 
$13.50 are featured. The Fall set-up 
will be to feature certain numbers, then 
to dramatize the high selling points of 
each in turn. It will be the endeavor 
to build a volume on a few notable 
styles, rather than to spread over too 
great a range, says Mr. Sherman. 


Appointed Postmaster 


GREAT BARRINGTON, Mass.—Edmund 
C. Tyler, who has been in the retail 
shoe business here for many years, has 
been appointed acting postmaster and 
will assume his duties July 1. The new 
postmaster came to Great Barrington 
from Hillsdale, N. Y., 30 years ago and 
with the exception of the first few years 
when he was employed as a clerk in 
the E. P. Hunt & Company store, he 
has operated a shoe business. 
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Work Shoe Firm Has Woman 
as Vice-President 


HONESDALE, PA.—While not exactly 
without precedent, a woman executive 
of a shoe manufacturing organization 
is at least unusual, and in the new 
organization of the Honesdale Union 
Stamp Shoe Co. of Honesdale we have 























MISS ESTELLE WERNER 





one. Miss Estelle Werner, vice-presi- 
dent of the company, has not only a 
shoe manufacturing background but 
also contact with business as remote 





4 from the shoe field as brake bands for 
: automobiles. 

Born in Chippewa Falls, Wis., she 

4 ’ was one of five children, and her 


1 father’s death occurred when she was 
five. Notwithstanding this she was 
enabled to complete her education and 
after graduation secured an office posi- 
tion with the Chippewa Shoe Manufac- 
turing Co. Here she received a mar- 
velous schooling in the shoe manufac- 
turing business from John Piowroskie 
and John Andrewjeskie, makers of the 
original Chippewa boots. 

After 12 years of this connection she 
moved to Chicago, chiefly for the pur- 
pose of music study and singing, and 
during this period was away from 
the shoe business. Now, however, with 
the new management of The Hones- 
dale Union Stamp Shoe Co., she finds 
herself again in the shoe business and 
along the familiar lines of heavy out- 
door footwear, for this concern pro- 
duces men’s work shoes and boots. It 
has very greatly expanded both its 
capacity and production and is geared 
to a capacity of 3000 pairs per day. 
In her duties Miss Werner is joined 
by a life-long friend, Miss Alice Cor- 
rigan, who comes to the Honesdale 
concern from the Mason Shoe Manu- 
facturing Co. of Chippewa, where she 
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SHOE MANUFACTURING COMPANY 
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was credit manager for 10 years. 





gh Path, 
PEGGED SHANK 


S stio? 


. a selling feature many of your customers 
will respond to; and it is in the popular price 
range of men’s dress shoes! It makes an exce!l- 
lent window feature, catching the eye of many 
men who want sturdy arch support they can see 
and know is there. 


RACINE SHOES give the 
merchant a complete style 
and feature shoe program, 
backed up with colorful 
merchandising and window 
display features. 





Catalog on request 


The Racine Shoe $5 to $6.50. The Authentic American Shoe 
at $4.00. The Doctor Shoe (20 in-stock styles) $7.50 to 
$9.00. 





Pegging holds the mould of the 
shank, preventing sagging in 
the arch. The inner sole is 
moulded to support the meta- 
tarsal arch. 

























Shoe Trees 


QUICK PROFIT ITEM - 50: 


SIMPLEX SHOE TREES 


SELF ADJUSTING 
A Gentle Squeeze 


UNIQUE 
SALES PLAN 
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Men's and Women's 
Slippers 
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EVANS’ SLIPPERS 
Hand Turned, Cement 
A or Padded Sole 
For Men, Women, Children 
77 Styles in Stock 


Send for Catalog 
No. 1605, 
se" ua 






Tan and B Tit, 
a1 "25° 





L. B. EVANS’ SON CO. 
Wakefield, Mass. 
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Exchange Problem Troublesome 


SAN ANTONIO, TExX.—On the main 
selling floor in Frank Bros., Paul 
Leske in the men’s shoes, finds the 
outlook good, with sales constantly 
mounting in all grades. The big vol- 
ume is on the $5.00 and $6.00 grades 
on whites, as it is hard to get more 
than that, even in a store of this type, 
in his opinion. White shoes are ac- 
counting for a good 30 per cent. 

Upstairs, in the women’s shoe de- 
partment, M. Deutch is of the opin- 
ion that while shoes are being made 
better and better all the while by the 
manufacturers, returns are getting 
worse and worse. Very few of the re- 
turned shoes ever get back to the 
makers, as they are the fault of the 
wearer. “It costs us a lot of money 
to be nice to our trade in the way of 
refunds and exchanges, because the 
trade has been educated that way by 
us. The way out is in the fact that 
people are buying more shoes, and are 
therefore becoming less fussy.” 


¢ 


PRIZES FOR GOLF WINNERS 





NEW YORK—A feature of the golf tour- 
nament to be held in connection with the 
outing of the New York Boot and Shoe 
Travelers’ Association, July 18, will be the 
second annual contest for the BOOT AND 
SHOE RECORDER cup, now held by J. 
Lyons, of Lyons & Co., New York, who won 
it at the outing a year ago. 

The outing will be an all-day affair with 
athletic events, clam bake and other fea- 
tures at Karatsony's, Glenwood Landing, L. |. 
The golf tournament will be at the Engi- 
neers Country Club, located nearby. The Shoe 
Manufacturers Board of Trade has offered a 
special trophy for retail shoe buyers, and 
other prizes will be awarded to the runners- 
up. There will also be prizes for foot-racing, 
quoits, baseball, wrestling matches, boxing 
and other sports. 

Buses will leave the Marbridge Building at 
9:45 A.M. the day of the outing. Members 
using their own cars will find the route on 
the back of their tickets. These may be ob- 
tained from Charles Haveranck, secretary of 
the New York Boot and Shoe Travelers Asso- 
ciation, Marbridge Building. 





CORRECTION 


The Middletown Slipper Co. advertisement 
in the June 29th issue of BOOT AND SHOE 
RECORDER carried the notation "To Retail 
at $1.95." The original copy, as furnished 
to us, read "To Retail at $1.95 and Higher." 
The RECORDER regrets the omission and 
calls attention to the Middletown Slipper Co. 
advertisement, as corrected, which appears 
elsewhere in this issue. 
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Van Tan innersoles answer 
the demand for greater foot 
comfort by supplying great- 
er flexibility and a cool, 


cushioning resilience. Both 


qualities are permanent. 


Ask your manufacturer, 
or write us for the facts. 


VAN TASSEL 
LEATHER COMPANY 
NORWICH, CONN. 


also manufacturers of 


LEATHERPLUS 


completely waterproofed outersoles 








New Promotion Manual 


NEw YorK— Dealers of Ground 
Gripper, Cantilever, Physical Culture 
and Dr. Kahler shoes, products of Or- 
thopedic Shoes, Inc., are receiving a 
new manual on advertising and pro- 
motion for the retail shoe store. The 
booklet, entitled “Let’s Look At Your 
Business,” divides the shoe dealer’s 
business into its logical parts, and then 
suggests many definite ways of in- 
creasing each of these parts. 

Sample advertisements are _ repro- 
duced, actual mailing pieces are in- 
serted in pockets, store-fronts with 
special window treatments are pic- 
tured, and a sales procedure on the 
selling floor is outlined. A new de- 
velopment in the Orthopedic Shoes, 
Inc., Standard Sales Procedure called 
“Group Selling” is also briefly intro- 
duced for the first time. More details 
about this new plan for selling “that 
extra pair” will be sent to dealers 
shortly. 


Irving Goldman Goes to Miami 


MiaMI, FiA.—Irving Goldman is the 
new manager for Baker’s Shoe Store 
at 70 E. Flagler Street. He has been 
connected with the Buffalo unit of the 
company, and succeeds Robert Harper, 
who has been promoted and will be !o- 
cated in St. Louis. 
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Sydney Stokes to Close Business 


NEw HAVEN, Conn.—After 33 years 
as a shoe retailer on Chapel Street, Syd- 
ney Stokes is liquidating his business. 
Mr. Stokes has attained national recog- 
nition in the shoe business and is one 
of the best known retailers in New En- 
gland. 

Mr. Stokes told Boot AND SHOE RE- 
CORDER that his lease expires on Aug. 1, 
and his landlord has advised him that 
if it is renewed the rental will be in- 
creased 50 per cent. It is understood 
that a popular-priced dress shop will 
occupy the location. 

Born in Staffordshire, England, Mr. 
Stokes came to America at the age of 
15 and for 10 years was employed by 
Hanan & Son in New York. He then 
came to New Haven to manage the 
Walk-Over Boot Shop and held that po- 
sition for 28 years, during which period 
he became more and more active in 
local civic and business affairs and in 
local, state and national shoe retailing 
circles. In 1931 he acquired sole owner- 
ship of the Walk-Over shop. He was a 
member of the retail code authority, 
past president of the Walk-Over Deal- 
ers’ Association and organizer and past 
president, New Haven Shoe Retailers’ 
Council. He also served as president of 
the Retail Division, New Haven Cham- 
ber of Commerce. 

In the Spring of 1932 Mr. Stokes 
completely remodeled his store, making 
it one of the most distinctive retail shoe 
outlets in southern New England. The 
decorative scheme is a combination of 
Moorish and modernistic. 

Mr. Stokes said he has no plans after 
Aug. 1 when the present store closes. 
He hopes to continue in the shoe field, 
but does not plan to open a new store, 
at least for the present. 





White Shoe Sales Top Others 


OMAHA, NEB.—This is a white season 
for the men as well as the women, 
according to M. W. Stephen, manager 
of the shoe salon of the Nebraska 
Clothing Company. 

“Men are buying white shoes more 
than any other kind,” he says. “Seventy- 
five per cent of all the men’s shoes we 
are selling are plain white. This is 
true in all price ranges. They are 
mostly white bucks and of the sport 
type. We have sold a few with brown 
trims but very few. The next best 
seller is the two-tone brown.” 

Aside from the fact that the summer 
season is here, Mr. Stephen points out 
that men do not have as many pairs 
of shoes as they used to. The reason 
for the popularity of all-white shoes, 
he believes, is that it is an all purpose 
shoe. “It can be worn with brown, 
gray, blue or white,” he declares, “and 
it can be worn as a sport shoe or as 
a semi-dress shoe. It is really the most 
practical and in these times that is 
what the man as well as the woman is 
looking for in a shoe.” 
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BURNING CALLOUSES 
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Made from the finest 
quality full grain, 
gray finish cowhide. 
Easily applied 
in a few seconds. 
Sticks in positionas 
long as the shoe lasts. 
List Price, 

$6.00 Dozen Pairs 
Retail Price $1.00 Pair 












4 out of 5 women who 
enter your store are tortured 
by metatarsal callous pains. 
That means 80% of your cus- 
tomers are potential buyers of 


Build extra sales, extra prof- 
its, quicker sales, minimize 
returns and complaints on 
shoes that cannot be fitted 
properly without Trimfoot. e 


SALES TIP: 
When no shoe in stock 
seems to fit... just T. O- 
TO TRIMFOOT and 

save the sale! 


Order a few trial pairs now! 
Write today for FREE Booklet, 
“Here's How”’. 


Trimfoot provides a maxi- 
mum of foot comfort instantly. 


WIZARD COMPANY °® Waisat excianp 





Canadian Distributors: Canadian Specialties, Lid., 49 Sanford Ave. S., Hamilton, Ont. 
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Children's Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
: Infants’ Soft Soles.. 
Intermediates 
Flexible Hard Soles 2- 6 
Send for In-Stock 
Catalog. 
MRS. DAY’S IDEAL BABY 
OE CO 


Locust St. Danvers, Mass. 











Men's Shoes 
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RADE ONLY” 


TH, MASS. 


Women's Shoes 
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KUSH-IN-EZE 


HAND TURNED WV] 


FOOTWEAR 
IN STOCK 4 
Ne. i, Bleck Y/ 


VAUGHAN.TOWLE CO. Y 
WAKEFIELD, MASS. 
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Retail Shoe Merchants Dine 


NEw YorK—The Retail Shoe Mer- 
chants Association held a dinner and 
open meeting Wednesday, June 26, at 
Pollack’s Restaurant, in the Bronx. 
This meeting was held for the purpose 
of organizing the retailers of the 
Bronx with a hundred per cent mem- 
bership in the association. As it is 
now, there are 120 shoe retailers in 
the Bronx, and of these 61 are now 
members of the association, four of 
these becoming members at this meet- 
ing. 

Many prominent members of the 
shoe trade attended this meeting. 
Jesse Adler, prominent retailer, ad- 
dressed the gathering, as did Jack 
Hirsch, well known shoe man of the 
Bronx, who talked of the work done 
in the Shoe Council. Percy Hart also 
addressed the members. 

Dr. Alexander Dallek, secretary of 
the association, was the toastmaster 
for the occasion. 
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William Harney Entertains Shoe Men 


Ohio representative of Vitality shoes was host to more than seventy-fi ive of Vitality's 
Ohio shoe dealers during recent state convention in Cleveland. 


CLEVELAND—This is the story of a 
featured act in what was undoubtedly 
one of the largest and most successful 
state shoe retailers’ conventions ever 
held anywhere, the Ohio Shoe Retail- 
ers’ Association convention, which was 
“run off” in Cleveland, June 16 to 18. 

We give you a page from the saga 
of William Harney, the popular and 
highly successful Vitality shoe repre- 
sentative in the state of Ohio. It’s a 
story that represents weeks of plan- 
ning and hard work with the collabora- 
tion of Vitality’s Cleveland dealer, The 
Stone Shoe Company. J. H. Roberts, 
general manager of the Stone Shoe 
Company, very generously turned over 
the facilities of his advertising and 
window display departments, to aid 
Bill in carrying out his ambitious 
plans. 

The opening gun was fired at the 
Statler Hotel on the day preceding the 
convention opening, when Mr. Harney 
entertained key men of the Stone Shoe 
Company at dinner to make final prep- 
arations for the Vitality program. 

The high spot or climax of this pro- 
gram was, without a doubt, the event 
of the next, the opening day of the 
convention. At this time, the genial 


host entertained at dinner more than 
seventy-five of Vitality’s Ohio shoe 
dealers, with C. L. Hein, general sales 
manager of the company, as the hon- 
ored guest. Mr. Hein came to Cleve- 
land from St. Louis especially for this 
highly successful get-together party, 
and announced that in his entire expe- 
rience he had never attended such an 
unusual affair given by a manufactur- 
er’s representative. The after-dinner 
period was spent in discussing common 
problems. 

The evening of the second convention 
day featured a style show of Fall pat- 
terns on an illuminated runway. Here 
Mr. Harney again demonstrated his 
originality with a novel and interest- 
ing act. The Vitality family was pre- 
sented as a unit, showing a versatile 
collection of Fall fashions for men, 
women and children. 

Following the style show, the entire 
personnel of the Stone Shoe Company, 
as well as out-of-town merchants and 
their wives, were entertained with re- 
freshments by Mr. Harney in his 
rooms. 

The Vitality display was by far the 
most elaborate set-up of the conven- 
tion. 


"The Vitality Family," which presented 9 ng line of Fall shoes at Mr. Harney's 
le show. 
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YOU CAN NOW INSTALL IN YOUR | 


THE SMOOTH RUNNING 


KWIK 


SLIDE FASTENER 


FOOTWEAR 
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which the United States Rubber Company 
has perfected and installed in all of its own 
footwear during the past eight years. The 
construction is different from that of any other 
slide fastener. The elements are polished and 
plated before they are assembled on their 
especially designed tape. They will not rust 
or tarnish. Here is the ultimate in strength. 
Here is customer satisfaction. 


Manufactured since 1927 


U.S. RUBBER PRODUCTS, INC. 


Shoe Hardware Division 
WATERBURY CONNECTICUT 
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In New ork 


2 FOR ROOM WITH BATH 


584 large, attractively furnished rooms, 
with private bath...from $2 single and 
$3 double, with running water...from 
$1.50 single and $2.50 double. Home of 
the new Garden Restaurant and the fa- 
mous Cafe Bar Martinique. Direction: 
American Hotels Corporation. J. Leslie 
Kincaid, President. George H. Wartman, 
Supervising Manager. 


~~ Martinique 


BROADWAY AT 32ND STREET 


NEW YORK N 


" One block from Pennsyloania 
RR. Station and Empire State r 
Building. pn 











JEAN 

No. 240—Black Kid, Grey Fancy Stitch. 
No. 340—Brown Kid, Beige Fancy Stitch. 
Stripping and Gore to match. 134 Last, 
19/8 Patent Continental Heel. Consistent 
quality—Dependable fit. Delivery in about 
four weeks. 


=@ RETAILERS ..WITH A POSITIVE PROFIT 


HOGE-MONTGOMERY CO. Ine. 


FRANKFORT KENTUCKY 


———— 


QO VAAiim 
~~ 
aly, CHICAGO'S 


\\\"\Wt Newest Hotel 
\ \ . VA | (¢ 
} ers.. 
| | | | FREE RADIO LOUD SPEAKER 
! IN CIRCULATING ICE WATER 
7; TUB BATH OR SHOWER 
& In Every Room 
GARAGE... With Direct 


Entrance to Hotel 
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i 
WJ RATES— 


$2.00 Single 
fl From { $3.00 Double 
nA 


HARRISON 


HOTEL 


HARRISON STREET 
(Just Off Michigan Blvd.) 


OLIVER HOTEL - South Bend, Ind. 


Under Same Management 


ANDREW C. WEISBURG, President 
ILLUSTRATED BOOKLET SENT UPON REQUEST 





When writing advertisers please mention Boot and Shoe Recorder 











6 8 6 8 Oe 6h 


Shoe Shrinker 
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ESE AA) 7 
The Original 
SHOE SHRINKER 
The Shoe Doctor 


Pat. No. 1990142 
with 
Prepared Fluid 


Shrinks Leather or Fabric 








’ Shoes Perfectly. Makes 
( Sales. Stops Refunds. 
Makes a Perfect Fit to 


Shoes That Slip at the 
Heels or Gap at Sides. 


$15.00 Simple and Easy to Oper- | 
Guaranteed One Year ate. | 
Write for More Information. 
E. C. SMELTZER CO. 
121 KE. Sist St., Indianapolis, Ind. 





Charlotte Retailers 
Discuss Fall Styles 

CHARLOTTE, N. C.—Women will be 
wearing comfortable, beautiful and 
chic shoes this Fall, according to J. V. 
Lobell, who addressed Charlotte shoe 
retailers at a dinner meeting held at 
the Hotel Charlotte, Friday evening, 
June 14. Mr. Lobell is president of the 
Cavalier Corporation, and is a chemist 
and color style expert. The meeting 
was well attended by 38 shoe men. 

New style leathers, such as demi- 
suede, Arabian doeskin, Persian char- 
mooz and gold and silver Paisley were 
exhibited. These were highlights in the 
recent style conference. 

The new men’s shoe leathers were 
also exhibited, and their origin ex- 
plained, as well as their wearing values 
and service. 

Mr. Lobell left Charlotte early the 
next morning for Florida, where he 
will attend a conference in Miami. 

G. H. Ledbetter made a short talk, 
before dinner. He introduced Clyde 
Hager, of Nisley’s. J. W. Jordan was 
also called upon for a short talk. Mr. 
Lobell then began his program, dis- 
playing partial and tanned skins and 
hides from all parts of the world, ex- 
plaining each and giving highlights on 
styles for the coming season. 

W. R. Hinton, of Grunsboro, the 
only out-of-town visitor, praised the 
local association and its work. 





Open New Store 


Detroit, MicH.—Phillips Shoe Com- 
pany, well known throughout the shoe 
trade for their high sales volume of 
Florsheim shoes in a colored district 
on Hastings Street, have opened a new 
downtown store, catering to the ex- 










SHOE STORE OF TOMORROW 





DAVID M. SIFF 
President, D. M. Siff Shoe Co. 


AKRON, OHIO—'"The Shoe Store of To- 
morrow’ is the apt description which has 
been applied to the new store opened some 
months ago by the Wagoner-Marsh Shoe 
Corp. in Akron. Wagoner-Marsh is owned 
by the D. M. Siff Shoe Co., which operates 
a group of about twenty stores, with head- 
quarters in Akron. 





The new store is modern and distinctive 
within and without, accompanying photo- 
graph giving an idea of the attractiveness 
of the exterior. in addition to the main floor 
department, there is a basement department 
and a second-floor children's shoe depart- 
ment. Decorations are artistic and the equip- 
ment is up-to-date and complete. 


BOOT AND SHOE RECORDER, July 6, 





clusive downtown trade. The shop is 
at Gratiot Street and Broadway, and is 
in charge of Louis Friedman. Flor- 
sheim’s men’s shoes are featured exclu- 
sively in the downtown store. 
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A Child's Garden of Shoes 


[CONTINUED FROM PAGE 19] 


and other household items. The aver- 
age price received for a pair of hand 
and foot models is $20. 

“This is an item on which we cash in 
on Father’s Day,” says Mr. Schulz. 
“We call the attention of the mother 
to the plan and suggest that she have 
a pair of book-ends made for father’s 
den as a Father’s Day present. That 
argument registers nearly 100 per cent 
with our customers.” 


"Absent Treatment" Sales 


The Westwood Children’s Bootery re- 
tains scores of its child customers long 
after they have moved to other parts 
of the world through an “absent treat- 
ment” method of selling. Shoes for 
children are sent to Shanghai, China, 
Havana, Cuba, Calcutta, India, and to 
various other cities thousands of miles 
away. New customers, never seen by 
Mr. Schulz, have been secured in such 
distant cities. A new one was secured 
in Shanghai, China, this month. 

The “absent treatment” is done by 
the parent taking the child to a doctor 
in the city where he lives and having 
foot impressions made and X-ray pic- 
tures taken. These are forwarded to 
Mr. Schulz and the shoes fitted from 
them. 

“To date not one pair of shoes has 
ever come back. Letters have always 
been complimentary,” says Mr. Schulz, 
“so I know we have given good service 
even at long range. I believe this sales 
plan and service plan could be used 
elsewhere by other scientific shoe fit- 
ters with good effect.” 


Beautiful Setting 


The Westwood Children’s Bootery 
has one of the most beautiful settings 
for such a shop imaginable. The build- 
ing in which it is located is the crea- 
tion of high class artists. At the rear 
it opens to one of the most fashionable 
patio tea rooms in the Beverly Hills 
section, a fact which places at the very 
doors of the shop a throng of people of 
wealth and good taste from which the 
shop draws a never ending stream of 
new customers. 


Two-Pairs to a Customer 


SAN ANTONIO, TEX.—Glen Robert- 
son, who manages the Packard Shoe 
Store, is selling many of his custo- 
mers two pairs of shoes at once, one 
pair of all-white and one pair of brown 
and white. As a result, his trade is 
25 per cent better this Summer than 
it was a year ago. 

A lot of extra business is being 
picked up since the warm weather has 
set in on the ventilated shoes and san- 
dals. He finds plenty of men who want 
better shoes, so is going after the $5.00 
and $6.50 business. There is no sense 
in trying to buck the cheap chain 
stores, when more money can be made 
and more customers satisfied by stick- 
ing to the better shoes, he believes. 
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CORRECTION 


It is with profuse apologies that 
we rerun this advertisement. Due to 
error it appeared last week with the incorrect 
Retail Price. The Correct prices are "To Retail at 
$1.95 and higher." 
Without a doubt Middletown Slippers offer the BEST 
BUY to the merchant for the coming season. We'll 
back to the limit our statement that they're the BEST- 
EVER, because they're styled, made and priced to 
satisfy retailer and customer alike. 
Order MIDDLETOWN SLIPPERS today—and you'll 
be ready for the BIG RUSH. 


MIDDLETOWN SLIPPER CO. 


MIDDLETOWN, N. Y. 
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LARGEST 
BOOT STOCK 


in America 
Domestic and Imported 
For Immediate Delivery 














Men, Women & Children’s 
Boots for Riding } 
Field, Hunting, Aviation | 
Also Jodhpurs & Jodgores | 
Complete Catalog 
R-7 on Request 


C OL T | 
CROMWELL CO. 


1239 Broadway | 
New York City 








JUSTIN BOOTS 
Famous Since 1879 
A COMPLETE LINE OF STYLES IN 
STOCK AND CUSTOM MADE 


Riding, Cowboy and Lace Boots 
Write for Catalog X 
H. 1 JUSTIA SONS, 











RIDING 
BOOTS 


IN-STOCK 
For Men, Women and | 
Children—also 
Jodhpurs and Field 
Boots 








J. M. CONNELL 
SHOE CO. 


80. BRAINTREE 
MASS. Write fer Catales 








Pasadena Store Shows Increase 


PASADENA, CALIF. — Hauck’s Shoe 
Store reports a good healthy increase in 
business for the eighth consecutive 
month, according to A. H. Hauck, pro- 
prietor. This store, at 11 E. Colorado 
street, specializes on men’s shoes in the 
medium grades. 

“One reason for this nice business,” 
stated Mr. Hauck, “is that the local 
employment situation is much better, 
so the average man has more money 
to spend for his own shoes. Prices be- 
tween $3.50 and $5.00 are about right. 
When we get over the $5.00 mark, 
many men question the price. 





appeal of the merchandise from a sea- 
sonable and style angle would have 
been sufficient to sell them at profit- 
able prices. To date, the trend of shoe 
advertising in most places would seem 
to indicate that most retailers have 
steered a pretty straight course so far 
as clearances are concerned, and there 
isn’t much indication of a disposition 
to rock the boat. 

On the contrary, the example of shoe 
men in cities like Detroit, where lead- 
ing shoe merchants have agreed on a 
policy of no clearances until July 15, 
is likely to have a steadying influence 
on the sale situation nationally. This 
is a very significant development, in 
that it indicates a spontaneous realiza- 
tion by merchants of one of the most 
important retail centers of the country 
that the sale problem calls for sane and 
sensible action, looking toward a logi- 
cal solution, and that the solution can 
only come from the unified action of 
the retailers themselves. 

Developments of the nature of the 
Detroit understanding are of impor- 
tance, not only because of the influence 
that they may have on the formulation 
of merchandising policies, but also be- 
cause of their effect on advertising 
practice. If a store decides to hold off 
its clearance until a specified date, that 
decision means that some fresh -im- 
petus must be supplied to take the place 
of the price argument and help stimu- 
late selling during the intervening 
weeks. There are various ways in 
which it can be done. The resourceful 
advertising copy writer can always dis- 
cover new angles of approach and 
fresh selling ideas to play up in ways 
that are interesting and different. 

With the advent of the clearance 
season, it is still important to give 
careful thought to the way in which 
sales are to be advertised. Here the 
objective should be to dramatize the 
event in such a striking way as to in- 
duce immediate action and to get an 
immediate response, so that the sale 
can be made to serve its purpose and 
then terminated as soon as _ possible, 
with a minimum of interruption to 
normal business at normal profits. Care 
should be exercised that sale publicity 
should not be of such a character as 
to have a demoralizing influence on the 
store’s normal price policy, and this is 
particularly true in a period like the 
present when most stores are trying to 
grade up their quality and price levels. 

Everybody recognizes that attractive 
illustrations and layouts play an ex- 
ceedingly important part in the shoe 
advertising of today. But it is well 
also to keep in mind the fact that copy 
also is important, for the words we 
write for a store’s advertising are 
words which put the store on public 
record with reference to its merchan- 
dise and policies. They are fully as 
important as the statements sales- 
people make to customers, perhaps 
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more important, since advertising state- 
ments stand out in cold type and once 
printed can never be recalled. 

Generally speaking, the level of shoe 
store advertising copy is keeping pace 
with the steady improvements in Jay- 
outs and illustration. Here are some 
paragraphs picked at random from cur- 
rent copy which serve to prove the 
point: 

“Cradle heel comfort—New Summer 
Chic—Field Tru-Poise in White, $8.50. 
Dashing in design, youthful in last and 
as soothing as they are smart. Grand 
shoes, with the perfect balance of the 
famous cradle heel and the perfect fit 
of the integral shank . . . that give 
you all the summer comfort in the 
world and all the smartness of the new 
season.” —- MARSHALL FIELD & 
COMPANY, Chicago. 

“There is a difference in white shoes. 
Place a hundred different styles in 
white shoes side by side, as we did. 
Then, without a look at a single price 
tag, pick out the finest. These four 
will be included in your choice—we’re 
positive of that! Even the most casual 
observer would recognize these shoes as 
quality. The ‘exquisite’ feel of the 
leather tells you so, and the clever de- 
tails and craftsmanship. Then put them 
on. See how they accent that patrician 
arch of yours, how smooth they feel 
and how nobly they flatter! Here’s 
shoemaking—white shoes with a dif- 
ference you should be enjoying!’—- 
THE HALLE BROS. CO., Cleveland. 

“Famous makes Walk-Over, 
Miramar and Garside at real savings 
to you. Note the smart styles in this 
finer footwear. . . Ties and step-in 
pumps in white, black, blue, brown and 
‘white with’ combinations. The popu- 
lar materials are kid, calf and gabar- 
dine. Every size is represented, though 
not all sizes in every style. Plenty of 
salespeople to serve you... with 
footwear you'll want for now and 
later.,—SANGER BROS., Dallas, Tex. 

“THE IMPERIAL HAS SET the 
Whole Town Talking about Flats. 
You'll rejoice that the makers of the 
smartest shoes are showing ‘Flats’ 
. . . that the fashion journals sponsor 
‘Flats’ . . . that the smartest women 
in the East are buying ‘Flats’ : 
because they’re so cool, so comfortable 

and give you that youthful ap- 
pearance. I. Miller’s newest model in 
linen, decidedly correct for street, day- 
time or evening wear, is priced at 
11.75.”"—_IMPERIAL CUSTOM 
SALON, New Orleans. 





W. R. Shrigley in Europe 


WAKEFIELD, Mass.—W. R. Shrigley, 
who sells slippers and shoes for L. B. 
Evans’ Son Co., is in Europe, and will 
be back in time for the style show in 
Boston. 
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“What do you think is the ONE 
thing they all know ?” 


“That Surpass is tanning Brown 
and Blue now, as well as 


BLACK.” 


Theories and hypothesis are right (and necessary) in their 
place, but any business man—manufacturer or retailer— 
wants FACTS. Fact #1: When manufacturers and retail- 
ers first saw the new Surpass Brown, they realized the color 
was authentic, a real, rich Brown, not too olive and not 
too red, a fair equal of the specially selected, fine grained, 
silky leather itself. Fact #£2: Sales of Surpass Brown across 
the retailer's counter have demonstrated its appeal +o 
customers as well as to shoe men. These two facts are 
already helping many manufacturers and retailers graduate 
into profits. Earn yourself a diploma—cum laude! 


SURPASS 


BROWN (4) 


AND 


BLUE 


as well as BLACK 


% Shoe Manufacturer 


% Shoe Retailer 





SHOWERSHEEN 
FOR BETTER 
OVERSHOES 


Two high-grade | 
knit fabrics devel- 
oped exclusively 
for fine Artics and 
Gaiters. 


MEN'S ARTIC 
FIRESTONE FOOTWEAR CO. 
BARBOURDINE 


BARBOURDINE is the heavier selection 
for men’s artics and SHOWERSHEEN the 
lighter and finer knit for the slenderizing foot- 
flattering gaiters for women. 

Both are knit fabrics of distinct quality with 
pure silk and wool face yielding complete 
satisfaction from the standpoint of service as 
well as appearance. 

FEATURED in the FIRESTONE FOOTWEAR 
LINE for two seasons and available from 
other standard producers at YOUR request. 





Specify “Barbourdine”’ 
and 
“‘Showersheen”’ 








WOMEN'S FINE GAITER 
FIRESTONE FOOTWEAR CO 
USING 
SHOWERSHEEN 


MANUFACTURED BY 


BARBOUR MILLS 


FABRIC DIVISION OF BARBOUR WELTING COMPANY 
PRODUCERS OF THE FAMOUS BARBOUR STORMWEL 


BROCKTON, MASS. 















DANVERS 


SHOE COMPANY 


MEN'S SLIPPERS 


ROOM 257 
COPLEY 
PLAZA 


DURING SHOW 


U 
DANVERS SHOE 


MASS 


NEWBURYPORT 


















1241 SHOE MEN 
CAME LAST YEAR 


There’s no secret about Hotel 
Sherman’s popularity with shoe men 
—they like the contacts they make 
there—they like the fine food—the 
comfortable rooms—the convenient 
location right in the Loop close to 
everything worthwhile—they like the 
fact that you can drive your car right 
into Hotel Sherman, and, of 
course, they like the / 

moderate rates.. a 


Tay 


1700 ROOMS — 1700 BATHS «rom‘250 | he 
CH ICAGO 
HOME OF THE : “sy ng 
INTERNATIONALLY FAMOUS pds o ‘ 


COLLEGE INN Sge 
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You Repeat Your Profits with 
“’ America’s Finest Comfort Shoes” 









































































COUNTER 
SCIENTIFIC SEWED 
HEEL SEAT 
oon taunt VENTILATED NEW SPRING 100% NAIL-LESS HEEL 
“AssunES COMPLETE Ae oes Ee AND ELASTICITY SEAT, NO NAILS TO 
ON ‘CIRCULATION TO EVERY STEP PUNCTURE FOOT 


























The RIGHT FEATURE shoe which has undergone the acid test of 
several years manufacture will produce REPEAT PROFITS for you. 
Nu-Matics with their patented, scientific, “cushion” and “nail-less" 
features are virtually non-competitive. Send for our Catalog of 
Men's and Women's Shoes. 
Beware of Imitations 


Kohn 


ROHN SHOE MFG. CO. 
512 W. Florida St., Milwaukee, Wis. 


CUSHIONED SHOES 











Shop the Mar- 
bridge Building — 
Headquarters for 
Value and Style 





Under one roof. the showrooms 
of the shoe industry’ s leading man- 
ufacturers . .. easily accessible to 
retailers and buyers, who, in one 
visit, may learn all that is new and 
smart in the shoe world. 

The coming season’s outstanding 
shoe styles are on display now at 
the Shoe Buying Centre in New 
York . . . the crossroads of the 
trade... the Marbridge Building. 
Come and see them before you buy! 
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Lasts of correct design are essen- 
tial to the production of well-fitting 
footwear. 





The appearance of the toe of a shoe 
is often the point of greatest appeal. 


Preserve the true toe appearance 
of properly designed lasts by using 
Celastic. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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LAU/IFIED ann WANT A 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 











SALESMEN WANTED 


POSITION WANTED 


LINE WANTED 








WANTED SALESMEN — Pennsyl- 
vania and New York outside Metro- 
politan district to sell a high style line 
of medium-priced women’s novelty 
evening sandals. Strictly commission. 
State experience and accounts sold. 


Hannahsons Shoe Company 
Haverhill, Massachusetts 








The Foremost Jobber of Popular Priced 
Slippers and Beach Sandals has a most 
Attractive Proposition to offer the 
Best Side Line Men. Various terri- 
tories open. 


The Geo. N. Cohen Co. 





81 Reade St., New York City 








SALESMEN WANTED—General line men’s, 
women’s, children’s shoes—straight commission 
only—Minnesota, Nebraska, Ohio, Iowa, Ken- 
tucky, Mississippi, Michigan, Illinois, Missouri 
and Texas. Address E-307, care Boot & Shoe 
~~ 239 West 39th Street, New York, 





WANTED: Experienced salesman to sell on 
commission children’s Prewelts and Men’s 
Beach Sandals. Address: The Kepner-Scott 
Shoe Co., Orwigsburg, Penna. 





[UNUSUAL opportunity to represent Buffalo 
west and Michigan, a well known line of 
children’s shoes ranging in sizes from infants’ to 
growing girls’, carried in stock in widths, Com- 
mission basis only, for the time being. State 
experience and references in first letter, other- 
wise ignored. Address E-311, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
i os 





ALESMEN Wanted to carry short line Com- 

fort and Staple McKays. All large cities 
and other territories open. Commission basis. 
The Selman-Stratton Shoe Mfg. Co., 717 Syca- 
more St., Cincinnati, O. 








HELP WANTED 


UYER :—Excellent yng md for young ag- 
gressive basement shoe buyer—in reply give 
full details as to age, salary and experience. 
Address E-312, care Boot & Shoe_ Recorder, 
239 West 39th Street, New York, N. Y. 








SHOE man age 34, desires position as store or 

department manager, has had sixteen years’ 
retail experience, ten years as manager, thor- 
oughly familiar with chain store operation, also 


window trimming, employed in New York, will-. 


ing to go anywhere. Address E-293, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





XPERT_ shoe fitter and salesman_ desires 

connection in men’s department. Formerly 
with Volk Bros. Co., Dallas, Texas, in men’s 
department for 9 years. Graduate shoe fitter 
from E. T. Wright & Co. Arch-Preserver 
School. Al references as to business ability 
and honesty. John J. Skally, 803 Church St., 
Mobile, Ala. 


ANTED: Capable man with many years 

experience manager and owner, at present 
in small chain, wishes position in north central 
state. Address E-313, care Boot & Shoe 
a 239 West 39th Street, New York, 
i. fie 











FOR SALE 





LONG established Orthopedic Shoe Business 
for sale in Brooklyn—reasonable—owner de- 
ceased. Address E-310, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 


N. 


IGH grade shoe store fixtures—Middle New 
ersey town—Reasonable to cash buyers. 

No dealers. Address E-315, care Boot & Shoe 
ser. 239 West 39th Street, New York, 








INE WANTED; five years with general 
lines, good retail background, at present in 
retail, anxious to get back on road. No side 
lines. Address E-314, care Boot & Shoe Re- 
Conder 239 West 39th Street, New York, 








BUSINESS OPPORTUNITY 











YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











WANTED TO PURCHASE 








Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone Worth 2-5377 and 5378 








FOR RENT 


O RENT—Highest Grade Shoe Store in 

Pittsfield, Mass. 18 x 100. Center of Main 
Street. Two doors from Schulte Cigar Store. 
Pender’s, Pender Building, Pittsfield, Mass. 











LINE WANTED 


AN EXPERIENCED TRAVELING SHOE 
SALESMAN living in Kentucky desires a 
good, strong, po ae line of women’s 
novelty shoes. ove ad 12 years’ and more 
experience on the road selling men’s and 
women’s specialty lines in Kentucky and West 
Virginia. Can give the best of references. 
Address E-309, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Etc. 

IRVIN RUBIN 

“The House of Jobs” 

89 Reade St. Cor. Church 

Phone Barclay 7-7887 New York City 








CASH FOR BRANDED SHOES 


RETAIL OR FACTORY STOCKS 


References: I. Miller, Nunn-Bush, Geller, Beck, 
Saks—5th Avenue, Melville, Bostonian, ete. 
BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 518! 




















mum charge 75 cents. 


address should be counted. 








When a box number is desired twelve words should be added for the address. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 


In all other cases each word of the 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
(c= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Gy 
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Chain Store Efficiency 
records are made available 


to independent retailers in the 


Recorder’s Stock Record System 


(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, Ill. 

















in Saint Louis 
NINTH a WASHINGTON 


@ This beautiful 
new hotel is located in 
the business, theatre and 
shopping center of the 


city. Garage service. 


e Iwo 


FAMOUS RESTAURANTS 
Coffee Grill...The Rathskeller 


Visitors who know 
St. Louis stop at the 


Wil Keanoe 


Myron T. Waddington 


BuFFALO, N. Y.—Myron T. Wadding- 
ton died recently at his home in Buf- 
falo. “Waddy,” as he was popularly 
known, started in the 80’s to sell shoes 
for John Kelly, of Rochester, and cov- 
ered Ohio and Michigan for more than 
25 years. Later he sold men’s shoes, 
first for the W. L. Douglas Shoe Co., 
and later for the Commonwealth Shoe 


and Leather Co. He is survived by his 
wife, 








Want Quicker Sales? 


Then ask your manufacturers— 


if they use 


THE B. B. 
SYSTEM 


of Finishing Upper Leathers in Shoe Factories 
Boston Blacking & Chemical Co. 


Cambridge, Mass. 








MERCHANTS’ NEEDS 


BUSINESS OPPORTUNITY 





DISPLAY ©® 


Again SEGALL & SONS Take 
the Lead by Presenting Display 
Equipment in the Newest of 
Modern Designs ot Prices You 
Will Find Most Agreeable. 
A special folder, has 
been prepared. Please ask 
us to mail you a copy 


SEGALL & SONS 


923 Arch St., Philadelphia 





Eugene Keller 


Fort WortH, Tex.—Eugene Keller, 
42, president of the Nocona Boot Com- 
pany, Nocona, Tex., died in a Fort 
Worth hospital, June 14, after an oper- 
ation. He suffered an attack of acute 
appendicitis a week ago. He is survived 
by his widow, two children, and two 
half-brothers. Funeral services were 
held in Nocona, Sunday, June 16. Mr. 
Keller had lived in Nocona most of his 
life and was a member of a family of 
pioneer residents of Nocona. He was 
president of the Nocona school board. 


College Shoes 


[CONTINUED FROM PAGE 21] 


every month in the college year. The 
girls never clean these shoes, they wear 
them till they practically drop off. 
When there is no sole left, they buy 
new ones, even when the snow is on 
the ground. If you have white saddle 
shoes left in stock, it wouldn’t be a 
bad idea to include them in your Fall 
displays, just to show that you know 
the custom! And you might find a few 
customers who want to pick up a new 
pair before going back to school. 

In college shoes, as in all tailored 
shoes, reverse-calf gets more important 
every day. Probably you will still sell 
more smooth calf, when the figures are 
counted, but reverse-calf is the news. 
In grains, the classic Norwegian grain 
and simple boarded effects are best. A 








THE WORST FITTING : 
SHOES IN AMERICA ; 
CAN BE MADE TO FIT WELL 
AND LOOK GOOD BY 
THE DUNDE 
SHOE RESHAPING 
MACHINE 
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DUNDE SHOE RESHAPING DEVICES, 
13 EAST 37th ST. Ww YOR 











few brighter browns of the Ginger, and 
swagger persuasion should be shown in 
every college promotion. Stores that 
do a large business in shoes of this type 
have also included green, navy and 
dark smoke grey in their orders (for 
reverse-calf only). 

A word about the clothes that college 
girls will take back with them this Fall. 
Sweaters and skirts are the campus 
uniform. . . . The sweaters sometimes 
hand-knitted by their own fair hands, 
the sleeves made long and pushed up to 
just above the elbow. That’s the casual 
effect that everybody tries to achieve! 
Lots of brown with bright touches in 
sweaters and scarfs. Swagger coats. 
Usually no hats. Almost never any 
stockings, but plenty of socks. (Re- 
member to show these when you show 
shoes). 

When it comes to week-ends, the 
whole picture changes. Then the col- 
lege girl goes in for sophistication in a 
big way. For occasions like this she 
wants something very different from 
these comfortable, sturdy clothes and 
shoes she wears all week. So don’t, 
forget, in your college displays, to keep 
a corner for your roundest-toed, high- 
est-heeled Autumn shoes! 
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In a few short weeks women all over the country will 
be in the market for Fall shoes... Are you ready for them with 
what they'll want... Fine Quality... Perfect Fit... Latest Styles. 
Now is the time to prepare for this Fall parade to profits. 


Our Fall shoes are widely stocked. New Styles... A Great Range 
of Widths and Sizes. Never have we offered as potent an array 
of sales possibilities. The line is simple to merchandise because 
of its aggressive national advertising and widespread customer 
acceptance. It will prove an outstanding money-maker because 
our liberal mark-up safeguards dealers. 


VITALITY SHOE COMPANY *® ST. LOUIS, MISSOURI 


Branch of International Shoe Company 


SEI 
A u 
(aD) 
i Health Shoe, 
WOMEN’S CHILDREN’S 
AAAAA to EEE Complete widths 


: and sizes 
Sizes 2 to 11 Priced to size 
$6 and $6.75 $2 to $5 






MEN’S BOY’S 


AAA to G AtoE 
VITALITY GROWING GIRLS’ AND THRIFT GRADE SHOES FOR WOMEN $5 Sizes 5 to 14 Sizes 1 to6 


$5 and $6 $4 
Nationally Advertised in VOGUE ® LADIES’ HOME JOURNAL ® McCALL'S © PHOTOPLAY ® GOOD HOUSEKEEPING 





In a line so popular and widely sold as Enna Jettick nothing but 
the most uniform and consistently dependable patent leather will 
do. So Dunn & McCarthy, Inc., standardize on Colonial Patent 
which comes in both deep lustrous black and all authentic colors. 


COLONIAL TANNING CO. 
BOSTON, MASS. 


ALL THAT FINE (§@@@ PATENT CAN BE 
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come from good stock 


The pedigree of a Spaulding Counter is its guarantee. 


AYP els 





"Way back, when they are a whirling, liquid mass of extra 





long-fibred hemp and selected: flax, Spauldings are thorough- 
breds. When they are processed into sleek, flexible and 





everlastingly durable sheets of mellow, leather-like material, 


they are patricians. But when cut and last-fitted with cus- 





tom-tailored precision, Spauldings are the only well-bred 





counters you would tolerate in your own footwear. 


Yet, don’t feel that you’re being “high-hat” in insistin 
g g g 














upon this aristocrat of counters in the shoes you sell. It is 


simple, every-day common sense. 


When writing advertisers please mention Boot and Shoe Recorder 
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FOR FALL 







Made by 


4554—Matt Kid Seamless 

Pump, Gun Metal Patent Lac- 

and Perf. underlays, 

} mond 7 Stitch, 19/8 Con- 

Heel. Sizes 3 to 9 

Widths AAA toC. Price $2.60 
4555—Same in Brown. 


4556—Same in Blue. 


( 





























































4564—Matt Kid and Suede 
Tongue Tie, Patent Eyelet 
Panel, Grey Stitch, 19/8 Con- 
tinental Heel. Sizes 3 to 9 
Widths AAA to C. Price $2.60 


4565—Same in Brown. 





4568—Black Calf & Byzantine 
Embossed Suede Tongue 
Buckle Oxford, Patent 
Tongue, Straps and Heel 
Cover, 16/8 Continental Heel 
Sizes 3 to 9. Widths AAA 
to C. Price $2.60 


4569—Same in Brown. 


4559—Black Suede Center 
Ruckle, Grey Stitch, Nickei 
Vamp Ornament, 16/8 Con- 
tinental Heel. Sizes 3-9. 
Widths AAA to C. Priee $2.60 


4560—Same in Brown. 


4552—Black Suede Pump, 
Calf Trims, Dark Grey Stitch 
4 Continental Heel. Sizes 

9. Widths AAA to C 





Prive 
4553—Same in Brown. 


4557—Matt Kid Front Strap. 


Widths AAA to GC. Price $2.60 
4558-—Same in Brown. 


4561—Black Squirrel Em- 
bossed Suede Tie, Calf Trims 
Grey Stitch, 19/8 Continenta! 
Heel. laa 3 to 9. Width- 
AAA Cc. Price $2.60 
aib-dene in Brown. 


4563—Same in Blue. 


4566—Matt Kid Oxford. Black 
Cordine Stripping, Grey 
Stiten, 17/8 —— Heel 
Sizes 3 to 9. Widths AAA 
Cc. Price $2.60 


4567—Same in Brown. 
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SF ENDICOTT - JOHNSON presents 
} Beautiful S4 Line § as 
| SBICCA WMthod, 


[ is with pride that Endicott-Johnson 

presents for Fall a striking line of $4.00 
retailers. Made by the Sbicca Method 
that quality process of shoemaking 
used only by the better manufacturers, 
beautifully styled, intelligently leathered, 
here is unprecedented value at a price 
of great popular appeal. 

























You will establish greater prestige 
in your community by being the first to 
offer these beautiful Fall shoes which 
are now in-stock for immediate delivery. 








“Order today!” 


IN STOCK 
for Immediate Delivery | 














OPERATING UNDER 





PRINCIPLES 












The complate line will be 
gladly shown to you by the 
Endicott-Johnson salesman 
in your vicinity. 









ENDICOTT, N.Y newyork cry 





4 
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SILHOUWELTS. 


Many leading manufacturers are 


; 
* 








supplying their customers with smart 








new models of lightweight shoes 
made by this thoroughly practical 
method. 


Silhouwelts, for Spring and Summer 
wear, are made for men and women 
who insist upon quality, style 


and comfort. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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DIGGING Up CUSTOMERS for You! 


HE AMERICAN WEEKLY does a 

better job of digging up cus- ; 
tomers for you than any other 
magazine—because it goes to twice 
as many consumers as any other 
publication, straight across the 
country. More than 514 million 
families read this Mighty Magazine! 
Get your share of the business it 








digs up—stock, display and fea- 
ture the products advertised in its 
powerful pages. 



























The- American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed through 17 
great Hearst Sunday Newspapers. In 614 of America’s 995 towns and cities of 10,000 popula- 
tion and over, The American Weekly concentrates 67% of its circulation. 


In each of 158 cities, it reaches one out of every two families 
In 146 more cities, 40 to 50% of the families 

In an additional 139 cities, 30 to 40% 

In another 171 cities, 20 to 30% 


... and, in addition, more than 1,982,000 families in thousands of other communities, large 
and small, regularly buy and read The American Weekly. 


THEAMERICAN 


“The National Magazine with Local Influence’ 
Main Office: 959 Eighth Avenue, New York City 








When writing advertisers please mention Boot and Shoe Recorder 










Serviceability of each is dependent on 


“4 








BOOT AND 





the integrity of the fundamental part 


The French ship NORMANDIE might never have 
reached New York in 4 days, 11 hours, 42 minutes, if 
at all, had not the keel of this marine marvel been 
equal to every service requirement. Similar care in 
fabricating shoes is necessary if utility value is to be 
created and safeguarded. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


A BALANCED TANNAGE 


assures that the “keel” of men’s street, dress, sport 
and heavy-duty shoes will be sound. This certainty 
lies in the distinctive character of the leather and the 
steadfast manner in which we hold to tanning 
methods which maintain quality. Astute buyers, when 
detailing shoes, call for Kistler BENCH BRAND 
outsoles 


cr 





FOUNDED - 1840 
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THIS CHART REPRESENTS 4 
SIDE OF LEATHER. THE PART 
USED FOF KISTLER “BENCH 
BRAND" SOLES IS ABOUT 13”, 


oalhek \Jompany 
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